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GEMTONE PROCESS INKS END DRYBACK; 
COLORS SPARKLE, DRY FAST, PRINT SHARP 


srauusron aa’, | “PREMIUM FINISH” ON BOOK JACKETS |. witt2.iter 2% 
romeo PRS PASY TO GET WITH GEMTONE INKS“ "f**?"" 


Filmy veils, fine laces and deli- Now you can lick “dryback” 
cate tiaras are a tough halftone New Utrecht Press, Inc. in all your process printing 
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Selling power of printing inks 
featured in NAPIM campaign to 
boost use of color in advertising 





LESTER J. LOH 
Vice-president 
and Art Director 
J. M. Mathes, Inc. 
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“Type designs you don’t get tired of 7 


“That's what I like best about the ATF faces. Besides their great variety, they are soundly 
drawn. Frequent use doesn’t spoil their freshness. Fourteen years ago we selected Garamond 
for the Maryland Casualty Company advertisements to express conservatism, integrity and 
up-to-the-minute alertness. We've never changed our choice. In all of those years, every 
advertisement for this client has been set throughout in Garamond. The face still is effective 


and interesting, and it blends well with the illustrations.” 


Write us on your letterhead 

T and we will put your name 

AMERICAN | Y PE FOI INDERS on our mailing list to receive 
4 OY e Type Specimen folders and 

; r , Vascccats other useful material on type 

200 Elmora Avenue, Elizabeth B, New Jersey and suggestions for its use. 














yours FREE! 


22 Tested Ways to 


INCREASE 
YOUR BUSINESS 


Just clip the coupon be 
low—attach to your Let- 
terhead—and MAIL. 


oo 


——— 


~ .. _ 
Send me Ms 
my FREE 
copy of - 


My Name 


D.W.AMREND COMPAN) 


333 E. 44th St., N. ¥. 17, MU 6-3212 


tall story... 


but a fact. If you bait you: 
sales-hook with Cupples per- 
sonalized envelopes your sales 
returns will soar upward 
Their attractiveness of design 
will help you to get more 
orders every time. It is the 
magic appeal of color that does 
this. Our striping is unique 
and gives your envelope that 
added something that no other 
envelope possesses. When it 
comes time for ordering en 
velopes you need not be al! at 
sea, insist on Cupples, and 
be sure. That way you wil! 
land your prized prospects 
every time. 


UPPLES ENVELOPE CO., INC. 
360 Furman St., B’klyn 2,.Y. 
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NOTES 


DEPARTMENT 


@ AMERICAN CYANAMID COMPANY 
(30 Rockefeller Plaza. New York 20, 
N. Y.) should get a pat on the back for 
its expert MELMAC plastic promotion. 
Advertising Manager W. H. MacHale 
of Plastics Division recently sent dealers 
and buyers 8'/." x 11” pocket type bro- 
chure showing proofs of 4 color national 
advertising for coming months. Included 
also were folders giving suggestions 
for store and window displays; local 
newspaper layouts. selling themes for 
clerks and direct mail and radio com- 
mercials. Smart use of direct mail for 
merchandising advertising. 


@ A GORGEOUS PIECE of Direct Mail 
reached us this current month from Mr. 
George Franklin. Sales Promotion Man- 
ager. Rapid Grip and Batten Limited. 
177-195 Richmond Street. West. Toronto 
2B. Ontario. Canada. It's difficult to 
explain in mere words. A french fold 
affair on metal foil laminated paper. 
Front cover has three irregular die-cut 
spaces under which specimens of three 
plate processes are tipped. Copy in 
inside and back is printed in white ink 
on the foil paper. Very readable. A 
most scrumptious job of merchandising 
by “the largest makers of Printing Plates 
in Canada.” Write for a sample. 


@ GORGEOUS, TOO ... is the 1948- 
1949 Annual Report of The Permanente 
Metals Corporation. Kaiser Building. 
Oakland, California. 24, 84," x Il 
pages plus a heavy cover laminated 
with silver foil. Inside description il 
lustrated with colorful lithogrophs. 
Takes top place among the growing 
number of really outstanding Annual 
Reports. 


@ NICE WORK if you can get it de- 
partment. Genial Jim Farmer. Vice 
President of Ralph C. Coxhead Corpora- 
tion (Newark, New Jersey) is off on a 
business junket which will take him 
through England, France. Italy. Swit- 
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zerland. Denmark, Norway. Sweden. 
Holland, Germany. and Ireland. Jim 
will study European Printing and Re- 
production Methods. And. incidentally. 
he'll tell our European Cousins how to 
use the Vari-Typer. the office composing 
machine with changeable spaces and 
faces. He'll have the latest model 
tucked under his bed. We'll want a 
story from him when he returns. 


@ ONE HUNDRED BOOKS on advertis- 
ing... are listed and described in latest 
Bulletin from University of Missouri. 
Columbia, Missouri. Compiled by Don- 
ald H. Jones, Professor of Journalism. 
Single copies are available without 
charge.. Ask for Journalism Series = 117. 


@ FOR THE FIRST TIME IN HISTORY. 
so far as this rer r has been cble 
to discover. the Post Office is acting as 
a depository in a charity drive of a non- 
government organization. On account 
of the Polio epidemic and the emergency 
need for additional funds, the Post 
Office. on government orders, is coop- 
erating with the National Foundation 
for Infantile Paralysis. During the drive 

. the slogan will read “Send your 
dimes and dollars to POLIO, care of 
your local Post Office.” The Postmaster 
General has appointed 52 Postmasters 
to act as central clearing offices for their 
respective areas. All Postmasters will 
send local collections to the central area 
office which will then be turned over 
to the authorized agent of the National 
Foundation for Infantile Paralysis. It's 
@ gigantic undertak’ng . but the 
Post Office will handle it smoothly. 


@ AFTER HOURS is a popular feature 
in Printers’ Ink. Each week some adver- 
tising man gets something off his chest. 
We've received quite a few tear sheets 
of, and complaints about, the tirade by 
Ken Millard in September 2nd issue. 
He is “agin” advertising which is. . . 
just like people talk. Says he: 
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SAVE TIME 
AND MONEY! 
TIE BUNDLES 

AND PACKAGES 
THE EASY WAY 
WITH THE FAMOUS 

SAXMAYER 
NO. 6 TYING 

MACHINE! 


Latest addition to the SAXMAYER 
line is this highly efficient general 
purpose machine especially suited 
for tying such things as mail in 
direct mail departments. Using 
either twine or tape. it ties all 
shapes and sizes of packages up 
to 6 inches high. Attractively 
finished in enamel with white 
porcelain top. Legs furnished at 
slight additional cost. 

Whatever your tying problem 
there's a SAXMAYER to meet 
your requirements. Write for il- 
lustrated folder describing 20 
standard SAXMAYER Models 
serving over 100 different in- 
dustries. 


DEPT. A 


NATIONAL 


BUNDLE TYER COMPANY 


Blissfield, 
Michigan 
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There were more “panels” or bull 
sessions this year and we think 
Program Chairman John Yeck had a 
good idea. Groups with similar in 
terests could get together and hash over 
their problems 

At the conclusion of the MASA ses 
sions, a few members packed up and 
went home, but a large number stayed 
over for the DMAA Convention which 
started next day. 

Next vear, September 30, October 
1. 2 and 3, 1950 the MASA will 
meet in New York at the Roosevelt 
Hotel. From the enthusiasm shown 

he Chicago goodbyes 


1950 ll be another record breaker. 


DMAA And The Roses 


Three short days seventy-two 


fly ng hours . three thousand roses 


and it was all over. Nothing so 


dreary and ugly as an exhibit hall an 
hour alter tne doors have closed 
Crates, bedlam and tred feet 

This year, your reporter (and Henry, 
Jr.) actually saw more people than 
it any previous convention «i ee 
even with a new system, we couldn't 
cover everything or everybody. 

For SOM years, we ve been accus 
tomed to maintain ng a suite tor enter 
tainment and private meeting purposes. 
That meant somebody had to be on 
hand constantly which prevented 
attendance at sessions and around the 
exhibit hal This vear, we decided to 
“beat the squeeze” on our time... by 
giving up the suite and doing some 
thing different 

Mary Lou Groves, that educational 
list expert from Mich gan Cty, should 


get the credit for supplying us with 
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TRONG IN Hi, 
cor THES EART 


Joe Dolson, Industrial Advertising Manager, Hercules Powder Company. 
Wilmington, Del. gets a rose from Rosemary Mack in THE REPORTER booth. 


Three rose wearing delegates smile over awards. Packard Advertising 
Manager Fred W. Adams (left) received his certificate from DMAA President 
Dale Y. Ecton (center) of Trans-World Airlines and Contest Board Chairman 
Herbert Buhrow of McGraw-Hill Company (right). 


Difficult pre-convention job . . . judging the Contest Awards. Busy judges 
were: Standing—Philip Salisbury, General Manager. Sales Management. Inc.., 
New York; Boyce Morgan. Boyce Morgan & Associates, Washington, D. C.: 
Richard Messner. E. E. Brogle & Co., Inc.. New York. Sitting—Chairman 
Herbert Buhrow. McGraw-Hill Book Company, New York: and Richard A. 
Faulkner, International Paper Company, New York. 








the idea. (She had an elaborate enter 


tainment layout herself and understood 
She was talking about 


the problem.) 
the “strong in heart,” the victorious 


(or successful) people in direct mail, 


being the only ones who would 


the time. energy ind money coming to 


spend 


a convention. Why not give the 
“strong in heart” a rose (instead of a 
drink or a soggy caviar sandwich)? 

So the Hokes switched to roses (not 
1 brand of stimulant similarly named). 
We decorated a very simple booth in 
the exhibit hall 
the Strong in Heart.” Not even our 
\ spotlight focussed 


Only one sign, “For 


magazine name 


on a big white bow! filled with pink 


Lady Bountiful roses 

\ pretty and wholesome girl pinned 
1 
, 


a rose on each visitor, with sometimes 


a remark, “Compliments of Tue R: 
PoRTER. Pete was around constantly 
to answer questions, while this reporter 


/ 


covered the meetings, exhibits and 


parties. 

Our switch from a suite to roses 
will probably be permanent = oe 
Rosemary Mack 
pinned three thousand roses on coat 


] | 
but probably missed an equal 


t worked Nc well 
lapels 
number in the rush. Mrs. Ann Pick 
n the Congress florist shop did a fine 
job. She kept her eve on the whit 
bowl and saw that it was filled regu 
larly with fresh stock. She 
very pleased by the whole thing. We 


se emed 


had made the convention flower con 
scious .. and there were plenty of 
corsages at the parties. One of the 
florist magazines sent a reporter to find 
out why the Hokes had switched to 
roses. What we told him should mak« 
interesting reading in that trade 

It is difficult to report a Direct Mail 
Convention without reporting every 
thing And we do not have room 


that Soundscribers recorded 


A 
word spoken (at meetings, that is) 

ind the DMAA will publish a complet 
transcript when the long job of typing 
ywnd editing has been comple We 


can only hit the highlights 
There was a big | I 


tion desk opening 

tion got sort ofl i slow Start 
exhibitors trying to complete the 
lavs and with all the necessary 
ductions ol | rnitaries it 


luncheon But the rowd 


< 
good humor and could tak« 
The bigyest thrill at om 


m was when the first 


the DMAA, Homer Buc 
ntroduced The audience 
teet giving Homer his 
well-earned ovation 

The welcoming talks were 


and sincere Robert Jackson 


of Alden’s Inc., Chicago, and General 


Chairman ot the Convention, gave 
1 solid, substantial talk on business 
management. His main theme: the 


basic funda 


need tor getting down to 
mentals, the need for paying more 
attent.on to the 20% of our customers 
who give us more than 60° of our 
bi siness. 


Marshal] 


facturin 


Adams of Mullins Manu 
g Corporation, Warren, Ohio 
gave an excellent report on the Oper 
ator 25 plan (which was described in 
detail in the March 1949 issue of Tue 
Reporter). Then Herb Buhrow of 
McGraw-Hill Book Company, New 
York, tackled the dificult job of an 
nouncing the winners in the annual 
contest. (Some speedier method should 
he leveloped. ) 
The business meeting followed 
with reports on DMAA proevress. Mor 
members. Stronger financial condition. 
Ele t d to Board were Bovee Mor 
gan, Boyce Morgan Associates, Wash 
ington, D. ¢ Richard Messner, Vice 
President. E. fF trogle & Co.. New 
York; Fllis Bishop, Advertising Man 
ger, Royal Typewriter Co. New 
York. Harold W. McGraw. Ir.. Ad 
ertising Director, McGraw-Hill Book 
New York, joined the Board to 
} unexpired term of George 
Ill, who moved to San Fran 
0 
The Board of Directors met after the 
business meeting The following of 
ficers were elected 
President: Harry A. Porter, Vice 
President in Charge of Sales, Harris 
Seybold Company. Cleveland, Ohio 
rican Vice President: L. T. Alex 
Manager, Direct Mail and 
Supply Divisions, | I. duPont Ne 
o., Wilmington, Delaware. 
Canadian Vice President: F. P. Kir 
vy. Promotion Counsel, Saturday Night 
Press, Toronto, Canada 
Secretary-Treasurer: Richard Mess 
er, Vice President, E. E. Brogle 
* New York. 
Western Director 
Burroughs, Inc., Los Angeles, 
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successtul, although seating facilities in 
nadequat Next 


year's program committee should con 


sone cases were 


centrate on the clinics. Audience partici 


pation is always desirable 


ind the 
spirit and interest shown at the Chicago 
clinics seem to prove that conven 
uioneers like this style of program better 
than | stening to set speeches (many o 
them read) in the large general ses 
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pounding the tables. I'd like 


Tom Beck every year as long as he 
lives 

The final luncheon was marred only 
by sudden illness) o 
It had been planned 
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y the avsence | 
Homer Buckley. 
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ind members should be applauded for 


their work but that would simply 
mean repeating the listings which ap 
peared in THe Reporter two months 
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convention.” 
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thousand roses were all 


three 
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Another 


twenty-fifth 


as dul 
hall. 
(the 


closed exhibit conven 
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The committee for next 
year will need a new theme to replace 
How about YOU 
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putting on your thinking cap Send 
suggestions to THe Reporter. 


over to the DMAA 
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| 
to hear 


Before convention closed 


re 


Ots mage that makes sensé to me /” 


‘No more looking for the right stamp 
or running out of the right stamps, and 
running down to the postoffice with a fistful 
of letters you have to buy stamps for, and 
stick on!...1 always took more of a licking 
than I gave—with that glue! Foo! A postage 
meter prints the stamp I need Just press 
the whatzis—and a first edition, every time! 

**No more slopping around with dirty 
sponges or pounding envelope flaps that 
won't play dead. A meter seals as it stamps! 
No more keeping stamps in that tin box— 
and keeping office chiselers out of it. Now 
the postage is all under the hood, where 


the meter takes care of it—not me 


“No more getting stuck getting out 


mail every night—almost willing to 


marry the wrong guy to get away from it all! 
A postage meter is the working girl's pal! 
stamps and seals a flock of letters in a few 
minutes. The darn machine can even count! 
“It's modern magic, the kind that makes 
sense to me!” 
Yes 


postage meter merely to please the girls in 


we know you don’t put in a 


the office. But the convenience and efficiency 
in handling mail the postage and transit 
time that metered mail saves will make 
a meter a real economy in any size office 
Pleasing the girls is a plus, and not a bad 


idea, either! 


Whruerner you mail few or many letters 
call or write for illustra ed booklet, 
No Mailing Problems?” 


a day 
“So You Have 


PITNEY-BOWES 


Postage Meter 


PITNEY -BOWES, Inc 


2009 Pacific St., 


Originators of the postage meter 
makers of mailing machines 
93 catees on the LS 


Stamford, Conn. 


largest 


offices im 
nd ¢ / 





This Trademark for Quality... ® 


3 
y CANNPIOS. PAPERS 





When you have a paper problem, consult the Champion merchant 
nearest you. There’s an excellent reason for doing that. Champion 
has continually kept its merchants abreast of new discoveries and 
developments. Today, more than ever, Champion has the research 
facilities, the background and practical experience. Today, more 
than ever, its merchants are particularly well qualified to give you 
sound advice and helpful service. 


THE CHAMPION PAPER AND FIBRE COMPANY 


Mills at Hamilton, Ohio; Centon, North Carolina and Houston, Texas. District sales offices: New York 
Chicago @ Philadelphia @ Detroit @ St. Lovis @ Cincinnati @ Atlanta @ Dallas @ San Francisco 





Birmingham 
Mobile 
Montgomery 
Phoenix 

Los Angeles 
Sean Diego 
San Francisco 
Sacramento 
Washington 
Jacksonville 
' iami 
Orlando 
Tollchassee 
Tampo 
Atlanta 
Macon 
Savannah 
Boise 
Pocatello 


Chicago 


Springfield 


Fort Wayne 
Indianapolis 


Des Moines 
Sioux City 


Topeka 
Wichito 


Lovisville 


New Orleans 
Baltimore 


Detroit 
Grond Rapids 


St. Poul 


Jackson 
Meridian 


Kansas City 
St. Lowis 


Billings 
Butte 
Great Falls 
Missou 


Grand Island. . 


Lincoln 
Omaha 


Newark 


Trenton 


Albuquerque. . 


Albany. 
Binghamton 
Buffalo 


Jamestown 


ALABAMA 
The Whitaker Paper Co. 
Partin Paper Co 
W. H. Atkinson 
ARIZONA 
Carpenter Paper Co. 
CALIFORNIA 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co 
Carpenter Paper Co. 
OrsTRict oF COLUMBIA 
The Whitaker Paper Co. 
FLORIDA 
Jacksonville Paper Co 
Lverglade Paper <o 
Central Paper Co. 
Capital Paper Co. 
Tampa Paper Co. 
GEORGIA 
The Whitaker Paper Co. 
Macon Paper Co 
Atlantic Paper Co 
IDAHO 
Carpenter Paper Co 
««seeeeess Carpenter Paper Co. 
MLUNOIS 
Dwight Brothers Paper Co 
Parker, Schmidt & Tucker Paper Co. 
he Decatur Paper House, inc 
Peoria Paper House, Inc 
irvin Paper Co 
Capital City Paper Co 
INDIANA 
The Milleraft Paper Co 
Indiana Paper Co., Inc 


Carpenter Paper Co. 
Pratt Paper Co 
eee Carpenter Paper Co 
KANSAS 
Carpenter Paper Co 
Southwest Paper Co 
KENTUCKY 
. «The Rowland Paper Co 
LOUISIANA 
The 4 and W Paper Co., 
C. Palmer & Co ts 
aenme 
Garrett-Buchanan Co 
The Whitaker Paper Co 
MICHIGAN 
The Whitaker Paper Co 
Central-Michigan Paper Co 
MINNESOTA 
-.»-Inter-City Paper Co. 
MISSISSIPPI 
Jackson Pape: Co. 
Newell Paper Co 
MISSOURI 
Carpenter Paper Co. 
Acme Paper Co. 
Shaughnessy-Kniep-Hawe Paper Co. 
MONTANA 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co 
Carpenter Paper Co 
NEBRASKA 
Carpenter Paper Co. 
Corpenter Paper Co 
Carpenter Paper Co 
NEW JERSEY 
Central Paper Co. 
Henry Lindenmeyr & Sons 
Central Paper Co. 
NEW MEXICO 
Carpenter Paper Co. 
NEW YORK 
. «Hudson Valley Paper & 
Stephens & Co 
-H & Howe es. 
The Milleroht Paper Co 


NEW YORK 
Forest Paper Company, inc. 
Henry Lindenmeyr & Sons 
A. W. Pohiman Paper Co., inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Paper Service, inc. 
Paper Service, Inc. 


New York City 


Rochester 

Syracuse see ; 

NORTH CAROLINA 

Asheville Southern Paper Products Co. 

Division of Henley Paper Co. 

Charlotte harlotte Paper Co. 

Raleigh .Epes-Fitzgerald Paper Co. 

OnIO 

Akron . The Millcraft Paper Co. 

Cincinnati The Cincinnati Cordage & Paper Co. 

The Standard Paper Co. 

The Whitaker Paper Co. 

Cleveland. The Millcratt Paper Co. 

The Petrequin Paper Co. 

Columbus ing Paper Co. 

Dayton. The Clacianet Cordage & Paper Co. 

Toledo - The Millcratt Paper Co. 

OKLAHOMA 

Osichene City Carpenter Paper Co. 

Tulsa Beene Paper Co. 

Tayloe Paper Company of Okichoma 

OREGON 

Carter, Rice & Company of Oregon 
PENNSYLVANIA 

Garrett-Buchonan Co. 

Garrett-Buchanan Co. 

Paper Merchants, Inc. 

Whiting-Patterson Co., Inc. 

The Whitaker Paper Co. 

° Gorrett-Buchanan Co. 

SOUTH CAROUNA 

Epes-Fitrgerald Paper Co. 

SOUTH DAKOTA 


Portland 


Lancaster. 
Philadelphia. 


Pittsburgh . 

Reading 
Columbia 

Sioux Falls Sioux Falls Paper Co, 
TENNESSEE 

- The Cincinnati Cordage & Paper Co, 


Tayloe Paper Co. 
Clements Paper Co. 


Knoxville 
Memphis 
Nashville R 

TEXAS 
Austin , -- Carpenter Paper Co. 
Dellas edeseceatnine ; Carpenter Paper Co. 
El Paso ° . Carpenter Paper Co. 
Fort Worth Carpenter Paper Co. 
Harlingen . Carpenter Paper Co. 
Houston Carpenter Paper Co. 
Lubbock Carpenter Paper Co. 
San Antonio eevee Carpenter Paper Co. 

UTAH 
-Carpenter Paper Co. 
Carpenter Paper Co. 


Ogden 
Salt Lake City 


VIRGINIA 
Epes-Fitzgerald Paper Co. 
Epes-Fitrgerald Paper Co. 

WASHINGTON 
Seattle Carter, Rice & Company of Washington 
Spokane Spokane Paper & Stationery Co. 
WEST VIRGINIA 
The Cincinnati Cordage & Paper Co. 
WISCONSIN 
: Dwight Brothers Paper Co. 
Export 
Bulkley, Dunton Paper Co., S. A. 
Butler Co., Butler American Paper Div. 
CANADA 
ace oe Bros. & Co. Limited 
T. B. Little Papers Lid. 
-Wikon-Munroe Co. Limited 


Norfolk 
Richmond 


Huntington 


Milwaukee 


New York, N.Y 


Edmonton. 
Montreal 


Regina. 
Saskatoon 
Toronto .... 


. .. Wilson-Munroe Co. Limited 
Columbia Paper Company Lid. 
Columbia Paper Company Ltd. 

lark Bros. & Co. Limited 


Vancouver. . . 
Victoria. ... 
Winnipeg 





A PROFESSIONAL INQUIRY INTO 
DIRECT MAIL ADVERTISING 


by Leonard J. Raymond 


The published ute for this morning’s 
is “How lo 


and 


Conterence 
With 


“Research 


session of the 
Get More 
my section s 
Mail. I 


neant the use ot 


then 
Direct 
this 


Results 

and 
that 

a med 


could assume 


direct mati as 


um for research—how i 1s good in 


probing selective markets—no good in 
it has been used 
But 


I'm Foin 
- MY 


nass markets—where 


successtully—where it has tailed 


I'm not going to do that. 
to turn this talk around into a research 


of direct mail itselt \ professional in 


quiry, it you will, into recent contro 


ersies over direct mail asa medium Oo 


udvertising and sales promotion. | tee 


that it ts high time some of these con 


troversial s ibjects were talked out 


1 } } 
ind I cant think of a better place t 


do it, here among friends who 


both producers and users 


redium 


Getting better results 


mail is the objective ol 


would opvious 


that the 


tisers It seem 


Statement more we &nou 


advertising, the better 


about direct mail 


our understanding ot it, the better our 
results will be. Yet, | submit that ther 


1 shocking lack of standing o 


una 
his medium. Not among students o 
1¢ «business Not 

ho can't be expected to know 


BUT 


mpanies “sin 


alone just mony 


too much about among 
Key executives in ce 
vail, and spending tens o 


} 


thousands o r 
! 
publishers serving 


And, 


essionals n if 


dustry worst mong 


ous branches ( 


advertising 


Preference Surveys 


Let's the protession: 
Back about six ro, a wel 
Philade; I 


wit 


take 


in under 


Continu 


Ind 
sur 
n 


wer 


Its purpose 


pl 
rise 
a 
» whom this advertising 1s directed; 
entific bas 


} 


sc 


booklet 


ves that will enable 


contorm to the 


ustrial Literature Reports ot this 
vey were published and distributed 


form. Results of this survey 
¢ also presented in an advertising 
publication—in a department 
Reports on Direct Mail 

intro 


ure excerpts trom the 


to the Survey reports 
s (1) to establish prin 


industrial adver 


rs to plan their direct advertising 


preferences ol those 


a relia re S¢ 


to prov idle 


; 


evaluation of direct mail ¢ 
The talics are mine 
Direc 


torced to rely 


advertising users 
no onger be upon 


ition or experience tor the answers 


he many questions that constantly 
that this Pre 
Mail served as 
But | 


user ol d rect ma 


rt Direct 
excellent promotion 
nit that any 


experience alt ill, would cde 
/ rch 4 th +} 


vis kind o earch Vv 
“Hogwash 


] | 
unlovely wor 


With a 


formation 


very tew exceptions, the in 


uncovered was obvious and 


: : 
uready known—the conclusions drawn 


n many cases dangerous. 


1 could argue speci points about 


FY 
the subjects covered in these surveys 
sizes ol 


preterred printed pieces, size 


ot ilustrations, color ot illustrations, 
mount of copy, square-up halttones 
vs. outline and vignette, and so I 


We learn, 


ing agents preler factual, 


fort 
tor one thing, that purchas 
tunctional 
material, tile size, with prices and speci 
something } 


s 


cations This is that 
obvious to 


what 


almost too 
did 


any exper 


seems survey, 


mut it substantiate 


had 


those o 


ence rather 


long 
suspect d 
But this f omment 


touch on the y issu The d 


doesn t 
this sort ot thing 
survey 
dings 
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Leonard J. Raymond 


REPORTER'S NOTE 


taiks at 


There were many good 
the Chicago Convention It 
be foolish to label any single one as BEST 


would 


Aiter consulting with many of the delegates 

believes Leonard Raymond hi 
kind or 
tackled controversial subjects in a competent 
and professional manner. Naturally not 
everyone agreed with him. But 
its value 
Direct 


2 jackpot of some another. He 


because of 


to all who are connected with 


Mail we are presenting his 


entire talk with only minor digesting. We 


need more of this sort 
Direct Mail 
toes are tramped on 
(in case you don't know) is a past president 
of the DMAA He is Dickie- 
Raymond. Inc., Boston, Massachusetts. Read 
word of his and file for 
future reference 


of frank analysis at 


Conventions. no matter whose 


Leonard Raymond 
president of 
every 


“inquiry 


THE REPORTER OF DIRECT MAIL ADVERTISING 





In one of the survey reports, in the 
ntroduction to the interpretation sec 
tion, the statement was made—“It 
must be remembered that interpreta 
tions are opinions and necessarily open 
to questions It is hoped, but not 
guaranteed, that these interpretations 
are the correct ones.” How's that as 


1 basis tor scientitic planning 


The clue to my most serious com 
plaint about this survey is found in the 
name of the survey itself—“*A Survey 
ot Preferences in Industrial Literature” 
This whole expensive, much-publicized 
effort was founded on one thing—what 
executives want to receive in the mail 


What kind of nonsense is that? 


Really—and I ask this of anyone in 
this room—what kind of mail would 
you preter to receive? Id say your 
vote might be for none at all, or first 
class mail, probably wit postage 
stamps affixed, containing — personal 
letters—preterably of a laudatory na 


ture, and containing checks. So what? 


I don’t know what you think of 
Lucky Strike advertising. I know that 
personally, the tobacco auctioneer and 
the LS/MFT drive me _ nuts. But 
they don’t depend upon what I think 


of it or what you think of it They de 


pe d on v ha aoes on esul s. Th ’ © 
aornige P sicagg hese 7 Letters get Attention 


same thing applies to direct mail 


only more so To those of us who ...get Results 


plan, write, and test millions of pieces 


of direct mail each year, it is results 
that count. When we find that cer 


types of mailings pull results, we 
Your “Mr. Prospect” is likely to be an 


don’t worry too much about con 
extremely busy man. His mail is heavy 


sumer pret ces. I nly thing we 
— _' wert - only thing we ... his time is limited. It is only natural 
are about is finding the combination that the usual form letters receive but 
of elements that will make the prospect a quick glance... and a trip to the Sennen Mian tiaiee 
take action when he’s alone at his desk wastebasket. ped pmge my each oe 
1 ' . : . signed to do o porticular 
not the things he thinks influenc Not pe with personalized Auto-typed job. We would be pleased to furnish 
} | letters. They are individually typed by you with complete information. 


him when nN ‘s wine very le irned and 


1 } automatic machine, completely personal, 

giving out with opinions on blue versus : 

and command a busy man’s attention. 

green, one size against . er, % . An Auto-typed letter is segregated with typing at a high sustained speed and 

by vs hi } - ; 

orses vs. black horses your prospect's regular business corre- without possibility of error. Yet the 

spondence and will be acted upon Auto-typist can stop automatically at 
The cost of an Auto-typed letter is any predetermined point for manual 

surprisingly low averaging 2¢ to 3¢ insertion of additional personalized data. 


li opinion cannot 
there Ss no job left 
With due regard | ‘ I , “nee ; : 

. ’ a letter, depending on the length. Your Experience has proved that one ordi- 
and a very health cr 5 S$ typist manually types in the heading nary typist operating Auto-type equip- 
perience, we are not going to sen ! pros Then merely by pushing a burton, the ment can turn out as many as 500 
pects what thev the want—we'll Auto-typist takes over from there, individually typed letters a day. 


send them what | ut. If there's 
ny science in dir n and there Tie INpto-typist 
most certainly is wi] it li 
50 YEARS’ EXPERIENCE IN MANUFACTURING PNEUMATIC EQUIPMENT 


Evaluating Direct Mail ~~, ee ee ee ee eee 
Correspondence Clinic r 


An analysis of your 


AMERICAN AUTOMATIC TYPEWRITER CO 
. , Dept. 210 614 No. Carpenter St., Chicago 22, Il! 
Here is another [ t advertising 
Please send me complete information on 
Getting Pers 1 Gets Results The 
Auto-typist Way” (16-page booklet) 


S present correspond 
publishers On May 6 7 this vear ence practi 
} 


luced a new experts may show you 


the same publication introc 
, 

feature called PAR. 

tension of the direct na resear 

| 


7 . y ‘ ou can save up 
? V 

r S$ Was an CX your present 

} ] A r ndence costs 

, substantially 

ave just mentioned cre the response 

ur letters and 


Your Free “Correspondence Clinic” Service 


Name 


Cor 
gs. It is a service 


ee ee ee ee ee ee ee ee ed 
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REPLY-O LETTERS 
will do your selling job 
® MORE EFFICIENTLY 
*® LESS EXPENSIVELY 


NATIONAL ADVERTISERS SAY: 


Our Reply-O 
produce between 
ond 32% replies 


elaborate broadside 
return 
produced 
The y 

we produced 24% from ' 
st 


Letters 
18 


Mathieson Alka 
ncorporated 


O-Letter topped eo 
ght in the highest number of 
td rs ever pulled by any 
we hove moiled 

ries, twice the number we h 
been able to draw by for 

# direct m 

F W. Dodge poration 


send along the fol- 
request 


To save you time 
lowing information when you 
samples 
Frequency of mailings 
Average size of mailings 
Type of list 
This information will enable us to 
answer your initial letter with helpful, 
understandable facts and figures. 


REPLY-O PRODUCTS CO. 


150 W. 22nd St New York 11, N.Y. 


In introducing PAR, the publishe 
stated—and most wisely, I thought 


that the direct mail 
lacked the things needed to raise 


previous surve 


.»ove the academic level’ Rigt 
we agreed. But 
in my 


beyond th 


opimon—two grievor 


errors were committed. 


*T 


“y 
it 
vt 
1s 


Is 


\ board of ten men constituted the 


Roundtable. It was their duty, usin 
samples submitted to them by 
direct 


set standards tor direct mail, find flaw 


reader 


to evaluate mail promotion, t 


ind prescribe remedies Yet 


standards—to be 


based by definitio 


upon experience 
wa I 


ed from the survey of the Philadelphi 


nter. Direct mail, 
mail 


vy what receivers say the 


s. 
oO 


s 


these 


were to be established 


pplication of the tindings develop 


then, judged once 


y 


ceive. Not, primarily, by the 


worthwhile 
sults. Advice, 


ounse 


measuring stick—re 
emanatin 
PAR 


pre-destined to be am 


or decision of the boars 


was theretore 


guous, obvious. or quaverin Ww tt 


tiitications. 
(in top of this, the entire complemen 


PAR judg mposed 
LIN ywucyes was compose o 


nters. I have no fault to find wit 


printers. I started my careeer with 


printer. Printers are my best friends 


My company buys hundreds of thou 


g from. the 


1 


? 


) 


sands of dollars worth of their product 


Sut it 1s 


ew exceptions, the only 


vuthorities on direct mail who are 


i position to judge its quality in any 


ny AC an empirica way, 


lerstand the preparation and testing 


opy. ormat, des gn and lists are 
generaliy to he tound 
you mayine a 
a high rating 
of a processed letter, an 
printed in one color on one 
O.D 


would 


Iphite sheet, and a (¢ 
The hell they 


would be against all nature to 


them to 


peo} le who know how to 
tful direct advertising, 


perhaps qualified to judge or 


s of others, are those who 


ing m ll ons ot d lars on 
real experts are the ones who put 
“se what the 


who tell pr 


printers produce 


inters what to produce 
ou know ho ; 


they they 


ght here in this room. 


l like to observe that publ shers 


ok publishers, magazines, business 


ces—seem to know more about the 
mail as a medium 
fields. While 


tising agencies and advertisers are urg 


ot direct than 


most other some adver 


ng space in publications to do direct 


my feel ng that, 


mail’s job, you will find that the publi 


shers themselves are, by their own 
example, the strongest advocates of 


Me) right along 


direct mail. They just g 


testing and re-testing and mailing 


millions of letters to build circulation 
and to their 


promot advertising in 


publ cations 
Time 


million 


Advertisers such as magazine 


which sends out 20 pieces 


mail a year, Aave to know what they're 
doing. If you empirical 
Wall Street 
Service Kip 
Month 
They re 


researchers; they ve een 


want a tew 
standards, go to Time 


Journal, United Business 


linger Letters Book ol the 


Club—or to dozens otf cthers 


th scient 
ddling with their particular kind of 


retorts and Bunsen burners for a long 
time These people will tell you that 


standard—empirical 


than fi ninutes. 


you cant trust a 


1 not—for longer 


The whole science of mail is 


trial and error 

I don't know 
pen to PAR 
But | 


mnouncement 


what 1s going to 

I haven't seen it recen 
like to hope that since their initial 
n which it was said that 


“direct mail advertising is still about 


fic as smoke signalling—and 


it closely resembles catching flies 
n the dark”, they have found there is 


no other medium of advertis ny that is 


halt active as direct mail in examin 


seeking 


for flaws, or more 


improvement 


\ week or so ago I tore out a Dickie 


g 
Raymond full advertisement from 
the August 
Ink While still glowing with the 
Sound-Ot-Our-Own-Words, I made the 


tal f j 
nisaane oO Md overt 


Printers 


issuc ol 


turning re There 
n Aesop Glim’s ¢ 
‘Penny 


Now 


Glim’s opinion 


linic, I saw a heading 


respecte 1 Aesop 
but listen to this 
quot brief] not to 


the en 


lis sounds very sage indeed 


t that even I like 


rts ol 





1 don't believe in being penny-wise 
and pound-foolish, either. I'm for per 
sonalized mail and first-class postage, 
if it will pay out. I think carrier pig 
cons are nice, too. But the fact is that 
Mr. Glim is preaching very dangerous 
and misleading First Class Postage 
gospel. Because it just ain’t necessarily 
so. The further trouble is that opinions 
of this sort, in public print, will be 
quoted as gospel for years to come. “I 
remember reading somewhere”—we 
will hear—“where some authority said 
First Class postage paid out better than 
any other kind.” Disciples to such 
dangerous doctrine come easy. Colum 
nists, commenting on our medium in 
as well-known and respected a publi 
cation as Printers’ Ink could do us, 
and their readers, no greater favor 
than making sure that their opinions 


are drawn from the cts of experience. 


We could have referred Mr. Glim 
to the case of a prominent New York 
Fifth Avenue store which felt their 
trade was so high class that they could 
n't even use a Postage Meter on their 
business mail—insisted upon using 
postage stamps. Accordingly, a three 
way test was made to a list of 30,000 
high-income prospects—!4 First Class 
Adhesive Stamps—!; First Class Me 
tered Mail—!% Third Class Metered 
Mail 

First Class Metered Mail brought 
17°7. First Class stamps brought 
16% and Third Class Metered Mail 
brought just under 1667. On a cost 
per reply basis, with a saving of $20.00 
per thousand in postage, and only a 
slight difference in percentage of re 


turns, 1¢ Third Class Metered Mail 


| 
was far the most profitable. 


But let's not jump to any hasty all 
encompassing conclusions on the basis 
of this case history either. Someone 
else will find that with their product 
or service, and their market, an entirely 
different set of postage rules may apply. 
The important warning is that every 
problem seems to be different—and the 
only way to learn anything conclusive 
is to test—and re-test 

Some people can use cheap station 
ery, cheap envelopes, cheap printing 
and only in this way achieve a lower 
order cost. Others find just the op 
posite—that rag bond envelopes can 
vive them an increase of as much as 
11°% in returns—that the substantial 
extra cost ol engraved letterheads over 
printed or lithographed letterheads is 
far outweighed by increased results. 

Again, don’t let the Great Truths of 
limited testing mislead you Don’t 
trust two or three, particularly if thev 
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Leaders in world trade ...men who are helping to chart 
America’s future... recognize the importance of selecting the correct 
letterhead paper as a business representative. 

That's why more and more business leaders now choose ¢ Ltockletone 
Bond. They prefer it because its tough sturdy l. lively crackle and 
beautiful shade of white lend added dignity to business messages. 
Why not investigate the advantages of this finer letterhead paper for 


yourself? The moderate cost of Cockletone Bond will surprise you. 


FINEST LETTERHEAD PAPER 
EVER PRODUCED BY HAMMERMILL CRAFTSMEN 


SEND THIS COUPON NOW for Cockletoae Bond port. 

folio containing specimens of good modern letterhead 

design which you'll find useful in appraising, improv. 

ing or redesigning your own letterhead. Also sample 

book of Cockletone Bond 

Hammermill Paper Company 

1621 East Lake Road, Erie, Pennsylvania 

Please send me—free—the Cockletone Bond portfolio and sample book. 
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start contradicting each other. If you 
can, keep on testing, over and over, 
until 
vou can stand up to the world and say 


his 


Let FREE Plates Prove 
Your Sales Letters 
Look BETTER, | 

Get Out FASTER 


you get a result pattern. Then 


r proposition, this is 

If circumstances won't allow your 
testing to be as perfect as this, make it 
you Then, 


as near-perfect as can 


con 
you'll be using direct mail on a sound 


researc h 


asis of 


Executive Misunderstanding 


Now that all printers and executives 
of advertising publications have gone 
» the bar, ['m going to turn my 
ittention to corporation executives the 


bills—and the lack 


that some of them 


ones who okay the 
of understanding 
display on the subject of direct mail. 

udvertising and sales promotion 
because this 


d with 


” in’ sure 
Irs unique "° = nanagers 


es lithographic 
f letters 


listen closely 


sort of thing you are tac¢ 


face resemb! 
makes you 
ye-oppeo! , 


management starts slicing bud 


stone, 


arkle with ¢ president of one of America’s 


sp 

wn national advertisers recent 
that the 
be reduced. 
h 


) vosed sales 


promotron 


ind taat the money 
thus realized c diverted to space id 


His more detailed observa 
that 


vertising 


ms were 


With Plastiplate you can turn 
out sparkling direct-mail letters 
that really sell. Faster, too, be- 
cause Plastiplate, both photo- 
graphic and direct image, 1s 
easier to prepare and print—and 
with less cost—than any other 
offset duplication plate. 

To prove Plastiplate’s superi- 
ority, we will send you sample 
plates absolutely free. See how 
Plastiplate meets all your direct ; 
mail requirements. Just send us 


—_—-— 
Let's 


¢, an 


inalyze these comments one 


see what we can gain in t} 
process 

In suggesting the diverting of money 
this 


demonstrated 


the coupon today. 


n direct mal to space, execu 


inwittingly that he 


TIME-SAVING + CONVEMIENT + ECONOMICAL % 
DEPT. 410. BRIDGEPORT 1, CONN. 


My duplicator is 3 


lize the value of the selectit 
mail, and only 

prov des 
no argument over the merits 
idvertising vdver 
They 


ind it 


versus space 





ire simply not the same 


Mode! No. Send me free Plastipiates 


1S pointless to set one 
To 


onsumer product or service 


Photographic Direct Image other merchandise a 


irely < 


luse @ typewriter 





vertieine + ld} 
and a © cloth carbon paper ribbon rect advertising would be ece 


ly unsound ind = o»viously 
h. But if the 
into classified selective 


did 


ertising medium on earth that w 


Nome product or service 
markets as 
Firm , \ , 
is this one then there is no 
ai 


Address 


Remington Rand Inc 


like direct mail. This 


company had a definite service to sell 


get results 


with business executives as a very cream 


market, representing the greatest po 


tential 
Following this executive's theory, an 
n a national publication 


advertisement 


would reach over four million people, 


and the readership would be good 
But let’s examine this readership. 


We 


Reports on a 


checked the Starch Readership 


group of highest-rated 


magazine advertisements tor the year 
for this industry. 


Most By 


advertisement 


Me n ; 
for this 


Under the “Read 


, 
classifications, an 


rated “oc oft 


that 


self-same company the 


men readers Oo 


Most” 


50° or 


ssuc 
1 
readers no 


n th 


neans 


more of the cOpy adve 
isement 


Now there 


that re 


no ny “ th 


d I hav 


could we inti 


wrong 

" 1 
cord, an no quarrel with 
ut what pate if 


posed mailing to 200,000 busi 


ness executives was made 4 
» ' 
Pas 


! 
1 mating 


experience had shown that on 
to this executive 


had 


yvroup, on 


similar offer nys, we received 


1 > 
responses as high as 


51%. Numerically, 


or both mediums 
But the important 


of the 


thing 1s to 


mine the nature re idership. in 


this case, as in the case of most direct 


our audiences was 
Known poten 
position, 


time 


nagazine reader 


ertisement would 
group? And was even a 
Most r (“50 or 
40.000 


“Read 


reading’) as good as, say, 


responses in the mail—responses 
healthy 
had 

t ike n 


them 


that prove that this 


very 
imber 
not only 

j , 

some ction resides revealing 


is prospects tor sales develop 


Magazine 


rect mail re 


readership ratings 
re illy not 


kinds 


sponse are 


comparable They are different 


1 
yo measuring sticks 
Perhaps inother experience wil 


: \ , 1 
throw ght on this subject, ind show 

- . ‘ 
why it 1s well to weign th character 


rsh p 


ntly 


readk readership becomes an 


Rece unother company in 


ran an advertisement 
istr ited ooklets The com 
of the publ cations 
ind one-half mill 7220 


1ons. 
ad Very 


re uder 





ment was a splendid example of good, 
solid, general advertising 

The client wanted to know who 
these 7220 people were—their ages, 
their occupations. So we sent out a 


1737 


%/ 


> 


questionnaire to find out. 
plied—or 24 Of these, 3 or 
558 were under 21 years of age. 

were students, 152 were teachers, 28 
were farmers, 84 were housewives, 254 
were ofhce workers, 44 were nurses, 21 


were retired. 


against the education o 


I'm not 
students, nurses, stenographers, teach 
ers and retired octogenarians—in fact, 
it is a necessary job to be done and 
the only economical way to reach mass 
groups is through mass advertising 
But I call to your attention that there 
is no evidence that business executives 
included 


n any real number were 


umong the 7000-odd people who re 
Yet top-grade bus 
market, the 


continuous repeat sale market, for the 


turned coupons. 
hessmen are a cream 

. ; . 1] I HI 
service this company sells or a welt 


rounded promotional program they 


need not only publication and general 
advertising but direct mail to reach 
select business groups and other special 
markets. 

In publication advertising a great 


deal of attention is given to readership 


envelope. 


surveys as a method of measuring ad 
vertising effectiveness. There's quite 
a mess of systems of one kind or an 
other—all aimed at determining the 
readership rate of given advertisements. 
3ut there is doubt in some quarters 
whether numerical readership is_ the 
only element of prime importance 
the growing belief that Who Are They 
is as vital as How Many. 

Take, for example, the recent state 
ment of a gentleman very well known 
in general Walter Weir. 


He, too, is concerned about the char 


advertising 


acter and identity of advertising readers. 
Commenting on readership surveys and 
research, he said: “Readership surveys 
still measure readers when they should 
potential ; 


be measuring 
(Tide 9-2-49) 
Have a 25¢ cigar, Mr. Weir. 
All of this points up to the fact that 
no readership rat 


customers.” 


direct mail requires 


ng system. Every mailing that is sent 


out which calls for response—as most 


s 


do—is a readership survey in itself 
he results you get are direct proof 
of the best kind of readership. And 
for all who take action on a mailing 
offer, it is obvious that there is an 


but larger group that 


undeterminable 
read the promotion, and upon whom 


mailings will have a definite cumula 


that 
© Embossed Envelopes 


tive effect. Perhaps it is fair to com- 
pare these to the “Noted” and “Seen 
Associated” classifications of space 
readership evaluation systems. 

Now let’s take up our executive's 
second point the one about doctors. 

“Mailings to doctors are a waste of 
Doctors get “more mail than 
To both of these opinions, 
there’s only one answer—how wrong 


money? 
anybody?” 


can a president be! 

Sure doctors get a lot of mail. The 
way to pick a good roadside restaurant 
is to find one with a lot of cars parked 
outside. The hit shows have standing 
room only. 

It isn’t coincidental that doctors get a 
lot of mail. Doctors are unusually mail 
doctors spend a great deal 
doctors 


responsive 
of their leisure time at home 
have to keep up to date. Doctors are 
not only interested in pharmaceutical, 
surgical and technical mailings—they 
produce a higher percentage of return, 
at lower cost, on such things as busi 
ness newspapers, investment advisory 
services, newsletters, and other non 
where we are 


medical propositions 


mail selling, for cash, a publication or 
service. 

Last year we made four complete 
mailings to a doctor list numbering 


110,000 names, on the subject of a dix 


pull MORE REPLYS 


Recently a Nationally known publisher® tested Cupples-Hesse ‘Alligator’ em- 
bossed envelopes against ordinary smooth surface envelopes, using a mailing 
list of almost 200.000 names, divided into lots of twenty-five and fifty thou- 
sand. IN EVERY INSTANCE embossed envelopes outpulled the ordinary smooth 


When the embossed envelope was used as the outside mailing cover, it out- 
pulled the smooth-surface envelope, addressed in the same manner, by 4.5%. 
When the type of addressing was varied, the embossed envelope outpulled 
the ordinary by as much as 23.9%! In several tests, as reply envelopes, the 
embossed envelopes again outpulled the smooth by a substantial margin of 


1.2%. 


You. as a user of direct-mail, can't afford to ignore conclusive evidence that 
embossed envelopes can bring you more returns for your money. Cupples- 


Hesse embossed envelopes, in two patterns 


Alligator,” and “Pique,” are avail- 


able in any size. in quantities of twenty-five thousand or more and at prices 
you can afford. Write today for prices and samples. 


*Name on request 


CUPPLES-HESSE CORPORATION 


4177 North Kingshighway Boulevard 
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Saint Louis 15, Missourt 





Memo From: 


Tested Sales Producers, Inc. 


To: You! 


Step Up Your Mail Results 
with RETURN-A-CARD Letters 


Return-A-Card Letters put a preaddre 
order card or envelope at your ae 
fingertips and keeps it there until he uses it 
Th s no chance of your card being mis 
place . mo lost orders because of 
lost cords! 

THE CARD IS 
ATTACHED 


TO THE 
LETTERHEAD 


RECENT EXAMPLES OF HOW RETURN. 
A-CARD LETTERS INCREASE RESULTS 
BY MAIL 


Return-A-Card Letters cost no more than ordi 
nary letterheads. You can make a Return-A- 
Card mailing for as low as |'/; cents per set 
up to 3 cents per set depending on quantity 
This includes a two-color letter with the 
Return-A-Card printed and attached and a 
special window outside envelope to fit 
Write or ca'l to see samples of these improved 
m-iling pieces 


Tested Sales Producers, Inc. 


131 West Sird Street @ New York 19. N.Y 
Plaza 7-8573 





Somehow, these four 


approximately 10 


tating machine. 


mail ngs induced 
of these doctors to struggle up through 
and do what 
ask 


nformation. Stop mailing to 


kind of 


their mountain ef mail 


we wanted them to for more 


do 

' 
complete 
doctors? W“ hat sa les suiciac 
is this? 


You wil 


another conviction 


her 


rememi that our 


that 


execu 
ve had the 
mal 
/ 


and quantity of direct 


that it is not effectively rea 


! 

quality 

1S Stic h 

This is pure 
» hether th side 

question whether this president, or any 

has 1 


px rsonal opinion I 


position. 


First. be 


executive in. similar 
ght to such an 


enforcement of that 


opinion 
cause opinion 
detrimental effect on his 


Second, he 


coul | have 


companv’s sales. arise the 
opinion 1s 

I will adn 
mail 


leok 


to me 


wrong. 


it that there is more ct 
should be 


hing that’s 


in the than there 
or read everyt 
than 


than 


don’t 


iny more you do 


culch is more counter 
outweighed by profes 


planned direct 


the 
anced and 


- 
sronany and properly 


mail that gets results. however any 


single individual may feel about it 

We could ask our executive 
subscribes to the 
services, 
the trade 
We 


1 recent 


how 
magazines he 


o business how he learns 


associations 

could refer him to a 
issue of © Wall 
Journal reporting on an me 
dealer's practice of having salesmen 
to owners o 


*‘Ahout half 


* made to pr 


25 cards daily 
ind who 


now bein 


this 


send out 


old cars Savs 
1 
mur sales are 
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turned up by direct 


nects 
fram 
don’t need to do this. 
his arguments bv < 
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stry s experienc \ 
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oned pulled 
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v college professors that p 
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380% 
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\ mailing to morticians that 
100 
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open them, read 


n in order to reply. This 
advertising, 


ther 
ely planne d direct 


nost of 
s eflectiv 
pre-selected 


most effectively read—by 


srospects with little waste, or doubt! 

x unknown circulation 
Recently, in Industrial 

Magazine I read an 


' 
Dusiness 


that a 


Marketing 


arti le very pro 


erly championing paper ad 


vertising on the ground bus! 


business magazine 


than 


his 
different re 


ressman re ads 


or entirely asons 
non-vocational n 


rea Is nis 


ntertainment or 


rmation. \ businessman 


because it is 


part 


it It is a 
what 


business 
of Ais 


business responsibility 


magazine 
business to read 
to learn 
is going on in areas of his business 
interest 

to direct 


marke ts 


arguments apply 
We 


have an 


T he Same 
advertising pre-select 
known nterest in or wh 
should have a need for what we are 
selling or talkin This 


we are Safe in pre-supposing a 


about wav, 
profit 
Businessmen read their 
that 


ws 


able response 


mail be knou 


bus ness cause they 


on and n 
that 


it brings them informat 


about devices and methods will 


them personally, that w improve 


their business, reduce costs, or increas¢ 


T hose whe ) do 


understand, 
advertisin 


t with 


y Tunction 


should judgme wt 


pass 
extreme caution 


Much 


that we 


point is the K 


who are engaged 


more to the 
n direct mail. 


is inside practitioners or outside coun 
selors, hav in important educational 


hose in high places—s 


} ] 
0b to do ont a 


that they will really understand the im 
direct 
The 


understanding 


portance of advertising to their 


pusiness sooner we 


the vettier 


will be ncluding the stock 


Statistics in Direct Mail 


Betore | cl sec, | would 


tion a project now going 


Ww“ hi n 


good many 


ousands outside, to know adout 


and lend their « Operation and support 
h I it 


Dickie-Ray 
PRINTERS INK 


show ny 


n 1938, 


nonthly 
oO direct 
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Pos 


the v« 


stics 


rich I'm 
too conserva 


Tut 


1amit was too low 

ve In the January 1948 
Reporter of Direct 1 Advert 
hich is the official publication of the 


wh 1S 
DMAA, Henry Hoke « h 
his own statistics as 


some ol 


ssuc ol 


sing 
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i result 
ndx uing that our 


persona resea;©e 


hgure w too low by several hundred 

li f dolls There 
wwreed I him 
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good 
article 
that 
} 
quar 


wur 


sur gestec 


t dis 


re I mK I na Ss « 


THE REPORTER OF DIRECT MAIL ADVERTISING 





tasteful kind, and usuaily quite unpro 
ductive So we decided to call off the 
Direct Mail Index as then formulated 
and spend our energies concentrating 
on a new method of evaluating the total 
volume of direct mail and the money 
spent on this medium. We wanted 
to remove the element of opinion 
(there's that word again) and any sug 
gestion of off-the-cuff calculating. You 
can't quarrel with figures so long a 
they're right within reasonable and in 
escapable tolerances. 

\ committee consisting of Henry 
Hoke, Horace Nahm, Ed Mayer 
Frank I raZicr and myself was ap 
pointed to make a Direct Mail Dollar 
Volume Study in which we would at 
tempt to ascertain what percentage 


of the advertising material you receive 


ut your home or office is first class mail 


how much of this is advertising 
how much is third class. Also, what is 
the advertising cost per unit /n the mail 
of the direct mail which your company 
sends out? 

\ questionnaire has been mailed t 
every member of the DMAA and to 
all subscribers to Tue Reporter. | 
urge those of you who have received 
t to send back the blue card in order 
that the official count may be made 
luring the month of October. If you 
haven't received this mailing, will you 
please write to Frank Frazier at the 
DMAA ofhce and offer your assist 
ince? I believe it’s an effort which will 
veneht not only producers but also 
users of the medium and will enable 
us to again have what we h pe will be 


1 more authenti ind accurate index 


Give the True Facts 
In closing, I'd like to sound a tew 
ery special pleas. Let’s combat wild 
opinion and authoritatively-spoken halt 
truths with the true tacts about the 
practice and potentials of direct mail. 
Let’s encourage research and _ studies 
ot Direct Mail readership such as Mr. 
Farlie of Esso Standard | Co. told us 
about yesterday nor ; Let's stop 
comparing direct mail versus publica 
rect mai rsus 
ring direct mail 
i destitute step 
! American adver 
In} suspect the DMAA Study 
of Direct Mail Dollar-Volume will 
ery presentiy « irm, we are practi 
~ the largest 
la tor the pro 
world. Let ne 
most blessed 
ider-estimate 
ts power. 

REPORTER'S FINAL NOTE: To all of which 

we can only say “Amen 
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Free Booklets Help You 
Write Money-Making Mail 


Few realize it . . . letters — your simple, everyday letters 
— they're one of your biggest bills. Cut letter cost by 
stepping up letter power. Know the four elements that 
do it — topped by “the real pay is what you say!" 

Dr. Robert Aurner, through his special writings as head of our 
Better Letters Division, is giving valuable aid to business-letter 
writers. Get booklets Money-Making Mail and How to Put Sock 
in Your First Sentence. See the importance of your mail in a 
new light — profit by tips on how to better it — all authored 
by Dr. Aurner, ranking professor of business administration of 
the University of Wisconsin for 18 years 

All free—write today—on your business letterhead only, please. 
Fox River Paper Corp., 2035 Appleton St., Appleton, Wis. 





Write for your 
copy of this 
award-winning 
booklet of 
samples of 


SKETCHES, DUMMIES, DRAWINGS 
Direct to your desk by mail from my home. 


RAYMOND LUFKIN ''° “SesetY' New Yersey 






































"RED GOLD ti" 
A copy of this lithographic reproduction, 
suitable for framing, is yours— upon 
written request to Stecher-Troung 
lithograph Corporation, Rochester 7, N. Y 


Lilley ayy by STECHER - TRAUNG 


Er’s easy to spot a thoroughbred—the quality strain is immediately 
apparent. That's why more and more of America’s outstanding merchandisers 
are now using “Lithography by Stecher-Traung.”’ We honestly believe you 
owe it to yourself, your company, your stockholders, to investigate the 
point-winning characteristics of Stecher-Traung craftsmanship and economy. Let us 
work with you on your FULL Color advertising literature, point-of- 
sale material and packaging requirements. We are able and eager to 
inject prestige and dynamic power into your next promotion—with 


FULL Color lithography that sells! 


SPECIALISTS IN FULL COLOR —Advertising Material + Labels + Box Wraps + Greeting Cards 


Seed Packets + Folding Boxes * Merchandise Envelopes and Cards 


TECHER -7RAUNG LITHOGRAPH CORPORATION 


Rochester 7, New York + San Francisco 11, California 


Branch Offices: Baltimore « Boston « Chicago « Columbus « Harlingen « Jacksonville « Los Angeles 
Macon « New York « Oakland « Philadelphia « Portland « Sacramento « St. Louis « Seattle 


Special New York Sales Associates—Rode & Brand 








who kissed 


sleeping 


REPORTER'S NOTE: The fellow who wrote this 
report is a retiring sort of person who “‘pre 
ferred” to remain anonymous. But ao8 
you are inclined to be inquisitive. you can 
discover who he is by reading our summary 
of the convention 


| swiped the title for this article 
from a fellow named Howard Phineas 
Abrahams. He 
t one Thursday 
DMAA conterence 


Howard was talking with about a 


nade a speech all about 
morning the 


in Chicago 


thousand of us at the “How We Use 
Direct Mail To Beat The 


and his sleeping princess was 


Squeeze” 
session 
not one of the slinky-winkies 

habit the Glass Hat on Michigan Bou 
levard but our burgeoning healthy lass 
ot Direct Mail! 


There were tour speaker on tne 


vat morning: Bill Farlie, head 


sales promotion ction, adver 


tising sales promotion department, Esso 
Standard Oil Company; John McKen 
ng manager, Standard and 

ran Pratt, Circulation Dhre« 
TIME, Ine and the aforemen 
oned Howard 


notion director 


Abrahams, sales pro 
National Retail Dry 
Croods Association 

One ar ll these men drove home 
the story ll ny gets tougher smart 
turning to Direct Ma 


nedium standing on 


Sales 


vat they had to say 


yusiness Direct Mail has a 
}0 t ( That job is 
Esso 1 aler 

If Mr. Motor 

vis neighborhood Esso 


persona 


the 
princess ? ? 


took to determine how well! received 
and how well read—our 1948 cam 
ugn had been 
The identification figures (obtained 
Department Study) 
83.7% of all the 


seeing the 


Research 
were gratilying. 
remembered 


piece remembered the product 


people who 
nailing 
advertised, and 79.8% correctly ident 
hed the product as Esso. 

But what is more important, the sur 
ev disclosed that 64.85 of all those 
who saw the mailing piece correctly 
named the Dealer who had sent the 

ce An even greater percentage 
’—were able to give the location of 
station. Our products are sold 
gh our dealers and it we are to 
ht from Direct Mail, our customers 
x familiar with our Dealer lo 

While our Publication Ad 

s the Company talking, D 
Mail is the Dealer talking. 


course, this survey was conducted 


IONS 


narily to bring out tacts about our 
Direct Mail program, but at the 
time, we were vitally intereste 
letermining what the public thinks 
Direct Mail as a medium. It there 
re any considerable body of unta 
orable opinion, t would seriously 
our willingness to continue 
noney in this field The 
convinced us, however, that 
grave problem here. 70 
nterviewed had a tavor 


Direct Mail. The 


who regarded it untavorably 


mon ol 


variety of reasons tor that atn 
When you consider them, these 
not loom very large 
1rown away, not read,” (only | 
ittention to nr, 
ant take time, 
and money 


ind converted 


the competitive squeeze 
important neighborhood level, where 
the sales are actually made.’ 
Howard Abrahams 

“Today we are in the midst of grea 
changes. The long-expected, leveling 
off ol 
higher costs of doing business have 


taken 


were inticipated rut 


sales, decrease in profits and 
place. All of these conditions 
when they finally 
arrived, many merchants looked upon 
h 


them with alarm 


During this past year of radical 


changes, somebody kissed the sleeping 
princess. Direct Mail expenditures in 
creased in almost every reta volume 
category. 

Retailers know and respect the long 
nge pull of Direct Mail. We know 


that a good mailing piece arrives in 


ra 
the home and is read without the dis 
traction of the competitive advertising 
which we have in the newspapers or 
magazines. It stays in the home for 
an undetermined period. 

that are not ordered today 


ordered tomorrow. 


That is why, with the 
reasonable inventories, retailers re 
turned to Direct Mail. There are doz 


ens of stores in the country doing 
tabulous jobs in this field now They 
are setting a standard tor other stores 


Tt 
to tollow 


Let us study 
use Direct Mail 


I 


should 
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— 1 
Perhaps stores have hnally seen the 
way to use this successful selling tool 


perhaps a new trend has been 


established.’ 


John McKenzic 
“Tm 
thoughts on Merchandising Securities 


through Advertising security ad 


going to rive you some 


vertising is highly selective Direct 
Mail and local newspaper advertising 
offer the best opportunity to reach the 
nillions of investors and prospects 
with the least lost « 

Direct Mail advertising messages are 
the paratroopers of advertising. They 
can be directed vecific objective 


n order to accomplish a specific pur 


pose 


The beauty of I Advertising 
s that all ( f strategy—the 
uppeal, the format and the timing can 
be tailor-made for the most telling 
impact upon the particular, specific 
audience you want to reach. 

In 1948 Standard & Poor's Cor 
poration prepared 19 million promo 
tional pieces on 21 services of interest 
to individual investors, brokers, deal 
rs, and business organizations 


Fortunately, Direct Mail offers one 


advantage that no other advertising 
xz x 


procedure or medium provides to the 


same extent and that is the possibility 

of low cost testing of each and every 
ctor involved 

Direct Mail suggests itself as an ef 


fictent and economica ne 


ever SPEED is a calculable factor 


whenever the sales story calls for de 


tailed xplanatior ind illustration be 


lium when 


vond the scope of other media: wher 

er samples or other auxiliary material 
form part of the sales effort: wherever 
he circumstances call tor i PER 
INAL. COMMUNICATION rather 


\( 
than a general nessave iddressed to 


1 larve heterogeneous audience 
Wherever a val I personal rela 


tionship has alreac been established 
or can profitably be set-up; and finally, 
| | 


wherever the potential audience is re 


stricted or r| dentifiable bv 
such factor ; x. economk 
status, buving naoiwts, sp cial nterests 
or extra susceptibility n all of 
these instances the mail in be used 
with extra effect 
In all of them it ll but irreplace 
b! In many them, it is the only 
| rtainly its scope 
‘reat en rug ind its effectiveness 
sufhciently demonstrated to justify any 
one who is planning an advertisin’ or 
sales promotion program to ask him 
self as the VERY FIRST OUFSTION 
in any projected plan—WHAT CAN 


( 
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20,000 th 


Mosely Check 
Presented to 
Pleased 


MOSELY 


List Owner 


~heck for $1,692.00 was pre 
TREASURER) to Mr. Luther 
horiicultural company r 

SELY VOLUME MAIL OR 


Jwner Descrif 


EXTRA PROFITS Checks For You! 
His company receives profits of YOU can INCREASE YOUR REVENUE 


fact 1k ' ¢ 


Y TODAY! 


POTITCIUPT 
L VEL 


VOLU} one S Veadpuarterd 


na to MOSELY OUT 


SIDE List. 36 NEWBURY STREET 
: + 
Mail Buyers and Inquirer BOSTON 16 


“MOSELY sends the CHECKS” 











BETTER LOOKIN 
- , r , ’ - 
DOCUMENTS : 

Rising is Right! Here's Why — 

Rising Parchment is unexcelled for 

high opacity. This all-important qual- 

ity makes a finer impression, makes for 

easier reading. For mortgages and 

other documents your printer will ad- 


vise the best “buy” is undoubtedly— 


Rising Parchment 


Vv 100% rag V super opaque 
6 standard sizes of envelopes 
V distinctive unglazed parchment finish 
four weights 


rind WHEN ny Hog TO po .-GO TO AN EXPERT! 
je) Rising Papers 


ASK YOUR PRINTER...HE KNOWS PAPER! 


Rising Paper Company, Housatonic, Mass 














1 ACCOMPLISH THROUGH THI 1 we use Direct Mail in ways other 1 true description 
MAILS n our own letters to expiring sub tion 
Fran Pratt rs or to 
I've certainly been 


4 the 206 of the subscription 
any examples of simple forceful Di 


culation on TIME, LIFE, 
rect Mail | seen lately examples TUNE that 
wh ndicate that many of you have he subscribers. 
wen going through the kind of think 1% have come 
ng we have at TIME, LIFE, and or reta 
FORTUNE during the past year stores—both of whom sell all 
I think you may be interested in t ions As there are 
Direct Ma 


prospective subscribers nean 
mpressed with 


.. wome!l general 
‘ "W ’ ; 
teliectuall yabl ) 
and FOR c ually Capabie ¢ 
doesn’t come direct trom 


from local 
subscription representatives 


pud 
many thousancs 
extent to w these, obviously it is impractical 
o keep n personal contact Ww th « 


them ry 


t ch 
quick calling on them—-and 
have literally 
istomers and 


Mail 


as 
ney, mn turn, 


millions 
prospects, again D 
is the answer both ind 
il igents ind 


stores mal sub 


on circulars supplied 
Direct Mail tor ri 


DY 1s 
customers and prospect 
the lvert 


s 


r subscription letters account 
estimates fr I le vo 
ut more than . for instance, we 
on pieces Direct Mail through | 
bi-monthly 


ume of sales 

i est 

ur va! of the subs sold | 

to TIME and LIFI 
ertising ] 

agencies, *ken d 


i reign—and to FORTUNE and 
categories 


trade publication, THE ARCHI 
TECTURAL FORUM, 
In addition, LIFE uses res 


vertising both d 
prospects, 


domes 


will exceed 
2? million dollars 
etailers anc t These mailings fall into 3 categories 
ia Sales ‘ products tters to prospective new readers let 
LIF} TIMI s rdvertising < 


t 


subscribers 
nail for the 


ters suggesting TIMI 

same pur LIFE and FORTUNI 
a : Seetttatee demettunsens , \ 
poses Ww advertising depa en gifts, tot 
of TIME’s and LIFE’s f 


ind 
reign editions 
is well is the 
FORUM 
ect Mail 


us Christmas 

1OsE who 
nes as gifts last vear, 

ARCHITECTURAI | 

ind FORTUNI nd 


finally, letters to subscribers wh 
equal y intensively, too orders are 
, ‘ 1 
Another area where ul our 


pu TIME, LIFI 
itions use Direct Mail ! 


extensively 


gave our maga 
1 

~ iIsAINgG tor c 

“A 


s and suggesting additional gifts 
ilso use D 


sC 


expiring 


ind FORTUNI rt 
s to Direct Mail for we have found that 
as P i . 
publicity and public uw br us new business at the lowest 


: , 
vecause th 


the prospect 
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Here are 2 sound 
guides that help 
Award Certificates were presented to the following | pack more ‘'sell’’ 
during the annual three day conference of the Direct into your campaigns 
Mail Advertising Association. Chicago, Illinois. Just Published 





Building Materials—The Flintkote a © HOW TO SELi 
~~ on, Sree ee THROUGH MAIL ORDER 


Advertising 
Michigar Rurbe h 
Presider 


Services—T 


rden 8 sf 





Abresives—\r 
ment Corporatior Mis 


b la ard Sale I 
Business Services: General—! 


M sor ‘ y n 


Advertising Display .s—! 
Avenu L. B I 


“ ‘ 
Bernard I ‘ 
Business Services: Research & Consultants— ~ i +“, ” 
The N 41 Research Bureau, It 16 N. | Get a copy 
Dear Illinois. Robert t —says ED MAYER 
Stene. \ resider ' r 
, r 


James Gray, I 
DMAA Past Pres 
I : long 


Airlines—K ILM 
Firth aves 


Art Services—Mr KK 


Business Machir 
Avenue Ter ‘ erse 1 Park ‘ 


H w t re t ertising Mar er 
Sxsociutions Acriculture—t 
Farmers x r ' ' 


Spr eld is K 


Husiness services Exhibits Ev positions— 
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Associations General—! 


Club, 68 Newt s 
Robert S. K s ! Business Services: Office Supplies & E 
ment—T! Stand 1 Register ¢ Albar 


Indust rial—Th« pie and Campbell Stre« 





Associations 


me. tee "York "N.Y. Bertram = omie. pene ee PRINTING & PROMOTION 


I idle Chemicals—Rohn ‘ Haas ¢{ 


teorations: Retell american Beste Toaeecee 5, "nemeasivanias "ane HANDBOOK 
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151 ‘ tral A 
Automotive Mfrs General— : 
Hac, Buick, Oldsmot & CMe ; . 7 
1 M rs B ling ‘ lict 
C. Silemetmen. Ma Se te , d oe ‘eld 4 “Fact-packed”’ 
| ‘ T R er 


Autemotive Mires General—T? ade er ‘ . ‘ . art a tor 

Cor South Main St Sou , , “Cram-full of 

. \ esident ' t llee ool information" 
nit . t s'/ 


Indiana. K. F 


we » ~neer— k enr om reet . . . - ai - 
a ifrs ‘ — ' oe : : ; er t rector Excellent 
aesnamiatende. Wied ° : a al os says DMAA 
Adve sing lanag a . » v h s Bulletin 
Automotive Mfrs Service—! 1 . a Tod . . ° “ 
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ave J f 





Electrical Equipment Mirs.—N 
td., 160 re Dar 


n Supervise 
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sneieines ein siinen r 1 r R : Iw ~ oe tag - sen USE THESE BOOKS 
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the Sry of JOHNNY APPLESALE 


How a house magazine becomes 





REPORTER'S NOTE: Wilferd A. Peterson is 
Vice President of The Jaqua Company. 101-111 
Garden Street. S. E.. Grand Rapids, Mich- 
igan. He is a specialist in editing and creat- 
ing house magazines. He recently developed 
@ graphic method of explaining the value of 
house magazines . in ultimate sales. We 
asked him to give us the siory so that 
the readers of The Reporter could enjoy and 
profit by this timely topic 





Giving talks on Sales Magazines be 


fore groups of industrial editors and 


advertising men is frequently one of 
my jobs. I have always felt that I have 
fallen down in presenting the true func 
tion of the Sales Magazine. So when 
I was asked to teach editorial writing, 
Sales 
M.’s 
! 


with special emphasis on the 


Magazine, at Oklahoma A. & 


Short 


Course for industrial editors, 
way to 
Sales 
close 


determined to try to find a 


effectively demonstrate how a 


Magazine 


yUSINess 


helps to actually 
Thanks to the of our Art 
Director, Dorothy Jaqua, a littl 


Arn was 


ingenuity 
mani 


created whom we named, 


Johnny Applesal Then one of the 


»ovs secured a small tree on on rt 


h vh 


wanches of which we 


large red plastic apple Finally, we 
nade six boxes varying sizes, gave 


hem appropriat 1S, and prepared 


p ot the other as 
steps 
Equipped with 
ready to do my stuff. 
, | — 
Betore | began my ilk W 


} 


, 
the tree with lone apple hanging 


its branches o the lectur 
roused curiosity 
Applesal 
laced him under the tree 
First, | Applesale 
as representing the personal flesh-and 


Then | pow 


is the 


brought out Johnny and 


ntroduced Johnny 
by] ] | ' 
hlood-salesman c 


hat the apple sale 


a Powerful factor in closing 


busines 


Here is Johnny way down here; and 


there is the apple away up there”, | 


said. “Somehow we must get Johnny 


up there so he can pick the apple. 


Picking the apple getting the name 


on the dotted line is the personal 
salesman’s job 
frank and admit,” | 


‘that Johnny can probably 


Now, let's be 
went on, 
yet up there and pick the apple without 
advertising. He 
tree. It take 


1 long time, he some 


the help of can 


shinny up the may him 
may have bad 
ills, but if he is a real climber and per 


sists he may finally get up within 
reach of the apple. 


frank 


exception o 


Let’s be equally and point 


out th: th the one 


selling, advertising alone 


b the tree and pick the 


The function of advertising is 


as a ladder tor Johnny 


still has to pe rsonally pick the 


} 
n 


Johnny 
ipple, but he can do it much faster wit 


the help of the ladder of advert 
than by trying to climb the tree alone 
ind unaided 


Sales 


sing 


Mayaz nes are often 


is ntangible forms of institutiona 


good will and 
: : ’ 

ye, Dut Naving little 
actuall 


rtising, building 

to do with 
; v ' n the d od 

y gettin names on the dotte 


K want to demonstrate that one 


most powe rful forces in actually 


salesman to 


and confidence of 


ness is tor the 
y od will 
n and be 
One o 


ways to help Johnny 


| ' 
when he walks 

tace-to-Tace selling 
the most effective ’ 


reach and pick th appk t build 


steps ] to within reach ng 


le with a good Sales 


brought out Step 
‘Good W 


under the 


} 
reled 


¢ tabdic 


at the Point-of-Sale 


tree. Then I litted Johnny 


put him on this first 
the demonstration. 
Vumber Good 


Ste p One, 


The human being part of 
a complete circle, 
prospect part of a man 
ot the circle 
all ot the parts are 


Sales 


won. 
with, the Magazine 
the prospect not as an 
executive or purchasing agent 
whole 
should aim to 
that 


man | 
make your 
‘the pause 
The way to create a ma 


will hurdle the wastebasket 


step an 


Will 


a 


is only 


refreshes” in 


razine 


up and 


1 began 


man 1s 


while the customer or 


a part 


If the whole circle is won 
So to begin 
approaches 
engineer, top 
Dut as a 
a human being. You 


magazine 


print. 
which 


and get 


tucked into coat pockets is to fill it with 


mental gifts, to make it a pac 


inspiring thoughts . . . to 
reader something worthwhile 


me You 


ple as addressograph plates but 


should not 


ind women interested in all 
fe This 


ol good will. So 


ipproach 


one step upward toward the 
m as the 
that 


They feel a 


] 
People wel one h 


ve of a firm has done 
avor 
tude of obligation They have 
procate. Doors are 


to Johnny He is on 
le ‘ 


will s 8 i plied 


to rec 
triendship for Johnny 
Vumbe Two P. 


Now I placed Step 
» Number One and 


upward 


Step sonality 


e said, 


Johnny 


Num er 


1 
Kage ol 


give the 


for his 


approach peo 


as men 


phases 


creates the 


takes 
apple. 


representa 


them a 


subconscious att! 
an urge 


flung open 


Good 


T wo 
moved 
toward 


“What 


an't hear 


appear 
minds, 


behind 
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atirm. The character of the top-exec- the direction, tone and quality of the do for the prospect. It can paint the 
utives finds its way into print. Some philosophy behind your firm. Issue by picture so completely that when Johnny 
one once said, “All literature is a con issue, year after year, you will build calls all he will have to do will be to 
tession. We might also say, “All up a conception of your firm as a add a few finishing touches showing 
advertising is a confession The pur leader. Your prospects will say, “I how the picture fits the needs of each 
pose of a Sales Magazine is to create like the way that firm thinks”... “I particular prospect. Then if the apple 
a portrait of your business, to project like the way those fellows operate.” s ripe... if the prospect needs the 
the personality of your firm. Your With this kind of a background isn’t product ... Johnny can pick the apple, 
aim will be to have your prospects it going to be easier for Johnny to close he can close the sale. 

think such thoughts as these about vou more business? 

“The Jones Company is a fine firm Step Number Five, Service 

with which to do business” . . . “The Step Number Four, Knowledge. (Next I placed Step Number Five 
Jones Company is a great firm.” With 1 


; ‘ he Fourth Step was added to the atop of Step Number Four and Johnny 
these thoughts in the minds of his pros 


. stairway to the apple, and Johnny was took another step upward and onward 
pects Johnny will win preferred atten 


| 


moved closer to his goal). If the pros toward the sales apple). Prospects not 
tion. He will have the prestige that 


pect gives Johnny a cold, icy stare only want to know about a product 


| 


goes with representing a great firm. hke a breeze from the Arctic Circle and its features . . . they also want to 


, and says: “I've never heard of your know how that product is serving other 
i h yy ? j ‘ : 
Step Number Three, Principle firm Johnny has a long hard climb people with needs like themselves. 


(The Third Step was added and ahead. This is the greeting he often They want to see applications of that 
Johnny placed on it). Today prospects receives when he has to climb the tree product to their industry and to their 
wanttoknow more about you than how without any advertising help. Under particular problems. They want to 
your product is made, how it will serve these circumstances we could compare know what users think about the prod 
ind how much it costs. They want to Johnny to an artist. With a bare can uct. They want factual stories of re 
know something about the principles vas and a cold, suspicious, uninterested sults. They want to know about the 
» which your business is guided. They prospect, Johnny has to paint a picture spirit of service behind the product, of 
want to know how you think and what of his firm and his product. The pros tough problems licked, and unusual 
you think about the great issues. They pect is not likely to sit still while Johnny installations. An ideal medium for 
want to know whether your sights are paints the whole picture on the canvas. telling service stories, as news, not 
set high or low. They want to measure That means that Johnny will have to advertising, is the Sales Magazine. By 


your ideals. They want to know how shinny up the tree many times before showing and listing users from issue 


you are thought of in your industry he finishes the painting. Now, let's to issue you win acceptance in the 


and in your home community You go back to the Sales Magazine. Sup minds of your prospects. You make 
may not mention some of these things pose that issue after issue it has been them curious and eager to know more 
yut the appearance and content of your painting a picture of Johnny's firm, nd then Johnny appears on the scene. 


Sales Magazine w ubtl ndicat his product and what that product will Continued on page 30 


CONFIDENCE 
SERVICE 
NOWLEDGE 
E 
PRINCIPL 
pERSONALITY 


Johnny Applesale. the personal A Sales Magazine has begun to The Sales Magazine has completed 

salesman, standing alone, without build a stairway over which Johnny the stairway to the sale. Johnny 

the help of advertising. is faced can walk to bring himself within can now reach up and pick the 

with a long, difficult and discourag- easy reaching distance of the Sales apple. Good will and confidence at 

ing climb before he will be within Apple. Johnny still has to pick the the point-of-sale are no longer in- 

reach of the Sales Apple. apple ... but advertising is giving tangibles. They are helping Johnny 
him a boost to help him do it. to close the sale. 
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The 


s so eflective 


because | 


answer adve s aimed reason a 


»« 


He is 
questions and to 


ot the 


to 


detinite appli 


Johnny-on-the-spot 


nake es Magazine in creat 


cations product to the confidence is t does more 


each prospect. han just a shallow job of mere product 
Step Number Six 
{ Now | » aced 


to dale 


It makes depth impres 


ny 


good will; it sells the person 


Stairway the or » of the first t the firm; it sells the philosophy 


hve steps and placed Johnny on ’ ud the firm; it tells stories about 
product and stories about the ser\ 
all of 
f faith 
Month 


Impressions 


position to cas ly DICK 
which 
the 


alter 


have he product gives 


} 


found 


the steps that 


ation of the final step lids up to the magic o in 


And 


0 every 


actually the 


conhdence conthdence product. 
are 
prospect. So 


of the 


foundation sale these deep 
the 


toward which all 


the 
dence is yull’s eye of the on the mind of the 
personal selling and when Johnny stands in front 


“Required Reading” 


for Direct Mailers 


perier 


The Reporter. 


Graphic Books, Inc. 


17 East 42nd St.. New York 17. N. Y. 





SES RB RB BBB RBRB BB EB 
Seaa ee euegaaaasn a’ 


buyer, ready to start his personal 
hinds the 


open-inndacu 


sales 


laik, Ne prospec, receptive, 


expectant and \t tne 


point-ol sale the mighty intangibles 


ot good will, prestige and conhdence 


become powerlul ltactors n helping 


Johnny close the business. In com 


petuutuve selling when quality and price 


are equal, or when competitive prices 


ure lower, these invisible intangibles 


are oiten the deciding tactors in upping 
Johnny still 


the scale toward the sale. 


to he has to 
reach up and pick the apple but 
the Sales Maga 


zine will often neip him to close busi 


has win final action 


the stairway built by 


ness he would tail to close singk 


handed 

In this demonstration | built the 
stairway to the sales apple step by step. 
Actually, of Sales 


all SIX 


is 
course, a Mayazine 
creates simultaneously 


Each 


ments 


steps 


, ' 
issue should contain all six ele 


: : 
good will building, person 


know! 


stories and con 


: : 
ality selling, principle selli 


ce 


Each 


edge building, serv 


fidence bu Iding ssue should 


use the full impact Of al 


of the appeals 
} 1} » th one hes 
Johnny walks up these six steps when 


he calls on a prospect. Issue after issue 


we strengthen the steps. Johnny may 


up them many times 


over 
the final 


1 } 
ks will b 


have to go 
fore he order, but 


gets 


necessary call-bac e easier, fast 


lefyyl 
resulttul 


Once d and become 
customers the Sales Magazine will 


, : 
tinue to hold good wi 


prospects are sol 
con 
and confidence 
wh le Johnny 1s busy elsc wher 

reinforcing the business between per 


sonal calls 


@ NEAT STUNT... used by Advertis- 
ing Roundtable of Southern Michigan 
to promote a 10th Anniversary “Ladies 
Night” on September 29th. Instead of 
usual printed announcement... each 
member received a box. Inside a paper 
plate. Attached to plate ... a folder 
describing gala affair and urging at- 
tendance by wives and sweethearts. 
The box was postmarked “Jackson. 
Mich.” . so we'll bet our boots that 
gadget user at Foote & Jenks acted as 
Attendance Chairman. 


@ TRICKS in Direct Mail were being 
used in 1895. Herman Herst. Jr. of Shrub 
Oak, New York sent us an 1895 mailing 
used to advertise Bull Durham. Enve- 
lope and enclosure simulated the tele- 
graph forms used at that time. And 
yet some people have tried to copy- 
right or patent adaptions of “Grams”. 
Nuts! 
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By: 


There isn't too much that can be said 
about the Postal Rate situation at this 
particular time (October 3rd.) The 
picture is confused . and yet one 
possible bright spot has appeared that 
may very well mean no Postal Rate 
legislation at this, the first session of the 


SJ st Congre s$ 


The bright spot comes from the pas 
both Houses) of Postal Pay 
without any section of the 


bills devoted to Rate increases 


It has been the fear of many that 
when a Pay Raise for Postal Employees 
was voted, the very same bill would 
include new and higher Postal Rates 
That I 


least for now. 


bugaboo can be forgotten, at 
From here on in the 
> 

Rate Increases will have to stand on 
their own feet with a strong pos 


sibility there will be no bill passed 


if Congress adjoins within the next 
few weeks which at this writing 
seems like a pretty good bet. 

So far the House Post Ottce Com 
mittee hasn't approved any bills 
but it seems likely that any bill that 


} } 


is reported out will be pretty close to 


revised Senate 1103, which was ap 


proved by the Senate Committee on 
September 22nd but as of today 
still hasn't 
mittee to the full Senate 


been reported by the Com 


| 


S. 1103 which 
$100,000,000. calls for increases « ip 


s supposed to rf s 


proximately $10,000,000 in second 
class (publication) rates and $90,000, 
MOO trom post <« irds, third class, fourth 


" 
class and the special services. 


There is some hope that the House 


bill will be more equitable 
rands on mail users 
robability the per 

be upped to two cents mini 
under Sec. 34.6 


at one and one-half 


mum for bulk mail 


cents. 


The House Committee has _ been 
] 


spending considerable time discussing 
rates, and some members of the Com 
mittee are hopeful a bill can be ap 
October 6th sut 


proved by there's 


more being talked about than two-cent 
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Playing 
ST OFFICE 


Edward N. Mayer, Jr. 


post cards and a one and one half cent 

inimum on third class bulk mail in 
the Committee meetings. 
The story seems to center on the 
fact that the 


ll not adequately 


proposed rate increase 


} 


solve the postal 


dehcit problem, since whatever in 
creases are approved (if any) will not 
do much more than cover the cost of 
pay raises which have been granted 
to postal employees. 

Because of this s-tuation, there’s been 

rther discussion on the advisability 
of attempting to pass the St. George 
Bill to create a board of Postal Rates 
and Fees. It’s possible that there wil! 
be a genuine effort to obtain passage 


of this bill early in the 1950 session o 


Congress 
So, all in all, the situation 1s pretty 
Although it’s 


advocates of increased 


much up in the air 
ebvious that 
rates are still hopetul of action some 
time soon, opponents of increases are 
as hopeful that nothing will be 


1 
ne at this session 


Your guess is just as good as ours 

but please join us in keeping our 
fingers crossed, remembering that al 
though the salary bill did not contain 
iny section on rates, there’s a definite 
possibility because salaries were in 
reased, there'll be an even stronger 
irive made to increase rates in order 
to compensate tor the extra expense 


to the Post Office Department. 


Department of Thines that 
Couldn't Happe n Here 


We've iust received from our good 


end Charles Bray of the Canadian 


Post Office an ly illustrated 
older which is being sent 


attractive 
broadcast 

business organizations in the Do 
inion. The 


illustrations are protus 


short and the story wel] 


the copy 
told. Copy on pages | and 2 reads, 
“Put Yourself Over With the Help 
of a Strong Direct Mail Programme” 
the illustration shows a pole vaulter 
ing over the bar.) Page 3 cony con 
nves—“You can beat your Previous 
Sales Record by wisely using the ma// 


To Tell Your Story.” Page 4 offers a 





How Many DUDS 
Can You Afford ? 


ir descriptive ic 
ILL YOU HAVE 
NAMES OR PEOPLE 


‘ 
Ip 
SPECIAL LIST BUREAU 


IVISION of DICKIE-RAYMONI 
80 BROAD STREET, BOSTON 10 











We don’t write copy... 


We don’t compile lists . . . 


ur brainchild 

it along with 

11 care and attention 
ite addressing, per 
and 


1tched fillins, 


your exact speci 


MARY ELLEN CLANCY 


250 PARK AVENUE, NEW YORK 17 


44+ tr ; Ppl 
t 4 otree r 


yza 9-1520 
Addressing 
‘Ry hand, typing or plates) 


Multigraphing - Mimeographinz - Mailing 
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FOR MORE SALES 
THROUGH THE MAILS 
Use SAWDON ORDER-VELOPES 
ond COMBINE-FORMS 
These Combination Order Forms 
and Return Envelopes Will 
Increase Your Mail Orders 


for Specimens 


ding Mail Order ¢ 


THE SAWDON COMPANY, INC 


484 Lexinaton Ave. New York 17. N.Y 


| HOW TO GET MORE 
| BUSINESS BY MAIL | 


| Our business is making people buy by | 
mail. Said Henry Hoke. “He knows how 
° make words together . . . words that 
+ people do things We w 
sales letters circulars 
booklets catalogs . . . whatever helps 
bring you orders. If it's more sales-by- 
mail you want. we would like to - 
| with you .. . in person or by mail. 
obligation. 


| Paul Muchnick Co. 


Mail Order Advertising 
| 150 Nassau St. New York 7, N.Y. 


I 
l 
| 
| 
WOrth 4.6996 J 


OPTIVISE 


GET readers to see what-when-os you wont 





to see. Boost buy-urge wi newest 
layout formula: art plus eye-science. Airmail 
the “raw moterial” for better styling by 


AD SCRIBE, NORTH CANTON 6, OHIO 


A complete creative layout-copy-ort serv ce for 
high grode mail order sales. Get acquointed! 





Now available from latest official registra 
tions — guaranteed accurate 

-> 75.000 AIRCRAFT OWNERS 

+» 500.000 LICENSED PILOTS 


DIRECT MAIL PROMOTIONS 
10 East 43rd St.. N. Y. 17. MU 2 - 1710 








UNUSUAL 
MAILING LIST! 
25,000 Names of 
Class 1-2-3 Motor Carriers 


Located in the United States and 
Canada. Registered with the 1.C.C. in 
Washington 
If you do business with Motor Carriers 
you will get an Amazing Response trom 
this list. Our Addressograph equip 
ment will be available in November 
We will address your envelopes 
or advertising pieces 
Write to us for further particulars 
Box 101. The Reporter. 17 E. 42nd 
St.. New York 17 











lection of good mailing lists (at 
really reasonable rates) that can be 
purchased from the Canadian Post 
Office, and concludes with the sugges 
tion that you should “Consult Your 
Public Relations Officer at your local 
Post Office.” 
Oh, well, it’s nice to know that our 
northern neighbors are doing things 
only dream about! 


Just in case you've never seen it, 
we're printing below the list of official 
abbreviations for all of the States and 
Territories. It won't do any harm 
to clip the list have a few 

f 


it made and give one to each of 


copies 


secretaries 


For years there's been an American 
Credo that post and postal cards were 
in reality public property . . . and if 
anyone wanted to read one, even 
though it wasn't quite ethical, it was 
understandable and forgivable. Now, 
however, if revised Senate Bill 2 1103 
ver does become law, it will be neces 
sary, in fact essential, that each and 
every card be studied by postal em 
ployees 

nder the term of the bill, post and 
commercial or 


1 


postal cards used for 
2¢, while 


advertising purposes will cost 
those used by organizations (usually 
charitable) not subject to federal taxes, 
or those others used in personal cor 
respondence will cost only I¢ 

Figure it out for yourself. Last year 
there were more than three billion 
cards used ind if the Post Office 
has to read, or at least glance at each 


' 
one, it will add up to quite a few hours 
of reading time, and if we know any 
American handwriting. 


customers for the 


thing about 
quite i few new 
ocul sts 

The Post Office has stated that 
| 


differentiation in rates would be 


| 
most Mposs ble to idm nister 


speaking of things that happen in 


the august halls of the Senate just 


how silly can you get? 


UNORDERED 
MERCHANDISE 


Howard Dana Shav t ladelphia 


the ollowing a charit 


t10n nd en included it 


it 
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imtivaduals 


But Howard wasn’t nearly strong 


enough. It is against the law to send 
unordered merchandise by mail. The 
recipient is under absolutely no obliga 
The Post 
Office can and will crack down on the 


tion to return it or pay tor it. 


violators. Charitable organizations, no 


matter how lofty their ideals, have no 
ght to violate the law. 


not cheapen their otherwise 


They should 
worth 
while efforts by stooping to a very 
innoying rac ket 








Ae | 


pimect BAU ADVERTISING AGENCY + TALBOTT BUILDIFG ~ DAYTON 2, OHIO + FULTON 1166 


GADGETS 


4n alam clock gets attention. 
«++ Whether it’s side of your bed or a gadget on your “letter. 
4nd it's more pleasant on the letter. 


The pleasant, attentior f in direct mail 
can be pat to work lly for ; bout business that 
has ideas or products t we don't recommend gadgets 
for all direct il cs sx of means. The offer; 
the mailing list; a orchandising plan and 
clear, crisp copy are factors and will usu- 
ally do the job 


But when the great need attention value, reminder value 
and higher circuls efter delivery, it's time for the tricks. 
Gadget letters | he letters stand out from the 
rest of th are kept longer and are passed around for 
others to see. 
There are de They must lead 
ithout : your story. They must 
ati hey hel not interfere with, the 


2 copy plan of the campaign. 


smoothly into t 


mailings have their advan- 
re. ers must exercise good judgment 
jirect mail, as in other professions, 





p with a direct mail budget, a 
or a series of letters and 


"Sound the alarm” for .... 


L. + Giro 


k and Yeck 





Here's a letter recently mailed by John and Bill Yeck of Dayton. Ohio. In 
case your eyesight is ailing . get out a magnifying glass and read the 
excellent advice (and warnings) about the use of gadgets. Makes good sense. 


new names 
people get born, 
grow up, get 

married, go into 
new businesses... new markets 
got a new 
product? gota 
new use for your 
old product? 


new addresses 
people move, set up 
new homes, go 
ploces, form new 
shopping habits... 


new ideas 

if you have one—and wont to tell 
people about it—call Dunhill. 
for lists thot reach the rich, the 
poor, the industrious, the lazy, 
the manutacturer, the consumer, 
the young, the old... for new and 
accurate lists that reach 
everybody, everywhere, here or 
abroad—call Dunhill. 


DUNHILL LIST CO., INC. 


565 FIFTH AVENUE, NEW YORK 
PLAZA 3-0833 





HOUSE MAGAZINE 
EDITOR - PUBLISHER 


It is agreed:...A writer writes to attract 
and to held readers—whether they be 
workers. loafers. or outright demagogues. 
MY BROCHURE IS ENTITLE 
EDITORIALS 


read editorials tha 


But 3G¢ 


w 


EDITORIALS .... 
ertraordinary brochure 
PRINT ORMATIOP 
ATTACHE 
DAVID S. PATTERSON 

1500 Third Avenue 

New Brighton. Pa. 


WILL BE 











ATTENTION 
CREATIVE PRINTERS 
DIRECT MAIL AGENCIES 
r , r irge we ~ - r con 4 7 
Client A mobile. Furniture. Cloth 
Write to Box 102, THE REPORTER. 
17 E. 42nd. St.. New York 17 


A Catalog 
AMS and ANOUR IDEAS! 


_-— 





Backed up with a com- 
. plete file of finished 
mn tes ART WORK. 


Van's Key-Piate Service 
635 Benson Bidg. Sioux City. lowa 


J 2M E 
A) SAN 


_ se 











When you 
need 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the post filty yeors. 
90 Fifth Ave., New York 1! 
OR 5-3523 


ce 





ve 





s} 


Now In Preparation 


JMAIL ORDER 
BUSINESS DIRECTORY 


Lists. Classifies thousands| Pre-publi- 
of Mail Order Businesses ‘cation price 
ROBERT ISA*®CSON 
92 LIBERTY ST.. NEW YORK 6 





N 


! 
1o 


HOW MUCH DOES , 
ADDRESSING cost YOU? 


s 


MASTER AD 


Ama new 
DRESSER active 

" \~ ar e far cheaper 
than any other method. | 


lay. be ‘ 
actual cases, figures, preof Or ¢ , 
ve R POS PAID, GUARANTEED 


Write t 


hh 
ADORESSO SALES CO 


1008 Gould Ave. N Minneapolis 21, Minn 
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GOOD WILL 
WITH HOLLYHOCKS 


W ho 


N 


wl G 


Direct 
rusetts 
10) 


ny latter part 


Vie ¢ 
Ma 
(134 


made in 


( a 


runs a progress 


n Mas 
Bos 


yt. 
serv business 


Ss 


n ce 


} 


Sact 


immer Street 


ton 


\]] 
Ad 


this point in their talks. S 


\W 


Inist propaganda which describes the 


tailed planting instructions. Nice sell 
ng, C 


inswe red 


lan M 


of continual industrial warfare by 
teamwork 


showing labor 


it 


nanagement 
* ke 
vel 


he local plant Ike 


President 


Attached 


mtaining seeds ar 


was a glassine envelope 


a card giving de 
W 


rd 


A NON-FRAGRANT 
BOUQUET 


} 
ari ad 


work. The excellent 
up in the mailing . . 


( word about 
workman 


. spoke for itself. 


without 
ur 


FOLLOW-UP IDEA 


Paul 


cw 


(). 


ot 


\bbe 


Jersey, has 


Fal 


Little 


system 


Inc. 
at 


an tor fol 


have 
An 


and carbon of the following 


wing up on people who 


a previous letter. 


} 
al 


mailed. 


ATTENTION: In 
t™ wte 


REPORTER'S NOTE: 
Thanks a Ed 

your breezy 
I thought we had GOOD ideas in 
And it seems to me we 
of influ 


lot 


for letter 


©. ABBE IN 


Heck 
every issue 


Not a bad idea 


recip 


have mentioned “centers 


ent ence’ more or less regularly over 


the years 

the “Plain Jane” 
last year? |! 
It might be helpful 


Did you happen to miss 
series which 


enclosing booklet 


ran qm 


OT A BAD IDEA 


to you 
We will try to keep on giving you things that 
first fall will mean extra dollars in the cash 
Hous 
organization industrial editors 


n New York, Connecticut, New Jer 


ind eastern Pennsylvania) 


necting (September 


the Magazine Institute, register. 


bus managements 


tr 


the 


ness JUST ONE MORE 


[ 


‘putting 


elp spread the rT 


conditions in 
audiences by 


1¢ mailing lists of your 

H 

ial assistant to the d re 

Oth ol 1 Infort 

S. Department of Stat 

Wilson, vice president of 
( both 


om . 
AZ s to | 
ne }artow ) worth 


lated 


( 


Ss i y two ts 


spe : 
. the Donkey irtoon controversy 

( Internation sn 
o1 


ertisine Un il hen I was 
t un 
that was 28 years 


emonasiz 
t 


elective mail ‘ iy . 
was framed and hanging 


ingin 
Galena, Missour 
much that | mem 


t. Here 


of the | to overse 


Ameri 


offset com 


magazine is 
} nak 
ind ves in 


oO 


, ' 3 , ) 
rkers should do much t = 


was with 


lot ot the Ameri in Ww or ke r 


nes ilso would h Ip 


communist-inspired 
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CLASSIFIED ADVERTISING 


Rates: $1.00 per line—muinimum space i Help 





Situation Wanted Ads*—SVc per line—m 








ADDRESSING 





1 ] 
You have probably hear 


poem but here it ts ag 


yal 

Crarx MATTHEW 

Texas | eld Mar 

Esquire Calend vision 
P.O 

Ft 





GOOD GRIEF 


R. H. Connolly of the A. B. Murray 
Inc., Elizabeth, New Jersey sent 





\ 


us a sample of a mailing he recently 
received trom a New York printer. 
It was beautifully printed Mr. Con 
nolly wondered why good typography 
and printing were wasted on exploiting 


ge We 


such a poorly written messas 





ire wondering, too Don't have the 
heart to reveal the name of the culprit 
ture, this re. : im ts 4 Is there 


copy appe ured F ht , xi] . ace sc j 4 


The Reporter. 





MAILING LISTS 








That's tel] 


the shoulder 


THE CAT CROSSED 
THE STREET 


Remember ou he June 194 National Advertisers should learn the 
member our it une 


ssue of THe Reps ibout the at crossed the street’ technique 
need { m«< so} it crossed the \ recent press release trom the Asso 
strect” Pony * “ae T ciation starts off with a lead paragraph 
; Sig ig Sata ot 74 words. Here it is t t iG 
That 18, the need ; P : ; aa | . ANA p 
straightforward descripti' mel! eo Boos ( nee on om 


Someone over il the ist $s! r Nos j nt 1 r t | { D Sale more simply? 
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@ “FINANCIAL WORLD” has awarded ciation. The first woman “chairman” in 
° a bronze trophy to The Champion Paper its 22 years of existence. Hurrah for our 
As Required By Law and Fibre Company of Hamilton. Ohio cousins across the sea. Members of 

for having the best annual report of the stuffy Ad Clubs having rules barring 
women as members . . . please note. 
May Kay Murphy have a happy and 
successful administration. And we sug- 
gest right now: The DMAA should in- 
vite her to talk at the New York 1950 


pulp and paper industry (for the second 

soeeeienieas the Ownership, Manage consecutive year)). 
ment, Circulat et required by the More then 4,500 corporation annual re- 
f August 24, 1912 ports were submitted in the 1949 
i THE REPORTER national survey. the ninth in the series, 

and these were judged in one hundred Convention. 

industrial classifications for “Best of @ MEAT BY MAIL . . . is what's being 
Industry” awards. In the “pulp and pa- promoted by John Morrell & Co. 
per industry” category. Kimberly-Clark Ottumwa, Iowa. Recent good mailing 
Corporation (Neenah, Wisconsin) was (letter. circular, return-order-combina- 
runner-up. while International Paper tion envelope) describes and pictures 
Company (New York City) took third. nine different Christmas gift packages 
ranging in price from $1.25 to $20.00. 
worn according ¢ @ KAY M. MURPHY of Linguaphone Hams. Bacon and all sorts of canned 
a ph ye Institute Ltd., 207-209 Regent Street. Lon- meat stuff. Look appetizing. An in- 
as O v-eililig es don, W. 1, England. was recently elected telligently designed order form . . . with 
Chairman (equivalent to President) of space on flaps for 10 separate gift 
the British Direct Mail Advertising Asso- orders. Get a copy for your idea file. 





Ross. ACARTIN COMPANY 


i corey pretense te teem 





TULSA 1, OKLAHOMA 


Dear Friend: 
Let's face it. This is a circular letter. 


ut, I've put away al] the fancy adjectives and the 
prow swerlatives vewlly wed in 4 circular letter, de- 
cawe I want to talk plainly ant simply about wnat we have done 
to make you filing probleas easier. Filing well logs, thst is, 
both the lon; strip logs and electric well loys, and yoo “large roll- 
ed mops. 


you've heard about ow filing cabinets from som of you friends, 

People always talk about Kraftbilt cabinets once they've used them, As & 
matter of fact, we mie good filing cabinets. Se mie ‘es om purpose. He make 
‘em to do & jod that no other aenufacturer of filing cabinets botners such about. 
We cater to we need for filing equipment. The fact that the aerxet won't absord 


. 


these wits by the thousanis doesn't stop uw from making them for you. 


Trw, the cost IS a bit higher than you'd like--its higher than we like to charge, 
for that matter. %t look at it this ways There's 4 31) difference in paying a few 
extre dollars to start with than paying aay ad day out--year in and year o 
what you don't get. 4 wasted effort—lost 
frayed tempers and wasted floor space using meke-ehift, "less expentive” fil 
ca>inets? 
So, when you think of cost, think of it in terms of its components. 81 
floor space saved—ease of operation—strength—thought ful planning i 
careful construction and inspection—-safety af contents--dea uty — : 
are the things that comt with you, Se mow it. And we put * 
Dilt cabinets. Those sre what you soney buys when you invest 1 
ing cabinets. The best for the purpose-—the best for the price. 
Please read the enclosed folder for construction details, sise, prices. 
Maybe rignt now you need more, and better, filing space, (8 moe 
you're sot buying some every day) but check @ and see. We'd 
lie for you to order from w. You'll get you soney's 
warth—mo question there. And you can bet we'll 
appreciate it. We have the files in stock 
and can ship lamediately. 


Sincerely 
RUSS -ARTIN wat 


” oF amg 











Here's a current adaptation of the old “circular letter” idea. Used by R. C. e 
Curtis (his story appeared last month) of Tulsa. Oklahoma. The “circular” 

space was printed in light blue tint with blue type. Letterhead in blue and 

red. So whole job was done with just two colors. According to Ralph: 

“It paid off—and how!” 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 
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SHORT NOTES 
DEPARTMENT 


“The art of the copy writer is not to 
write as the reader speaks, but to write 
as the reader thinks and feels and de- 
sires. You can usually spot copy that 
has been ‘written like people talk’. It 
is stilted. often incomprehensible. al- 
ways boring and very. very windy.” 
Well .. . let's not get excited: If the copy 
fellows writing space ads want to show 
off their bigger and better vocabulary. 
let them have their fun. But in Direct 
Mail, especially letters. the simple. di- 
rect, conversational cppeal usually 
works best. 


— 
eee 


@ DURING CHICAGO CONVENTION. 
word came through that our old friend 
Dave Fleischer of Commercial Letter, 
Inc., 1209 Washington Avenue, St. Louis 
3, Missouri, had been named Vice Com- 
mander of The American Legion. An 
important job. Dave was kept busv 
handling long distance phone calls and 
trying to attend DMAA affairs. This 
aext year he'll be traveling around the 
country ... while his gang carries on. 


@ ANOTHER GOOD ANNIVERSARY 
BOOKLET ... “The Golden £0th”, just 
issued by Hardware Mutual Insurance 
Company (Nicollet at 24th), Minneapolis 
4. Minnesota. 8." x 11”, 26 pages. 
bound on narrow edge. Gives interest- 
ing historical background and picture 
story of all operations. Planned and 
carried through by our old friend (and 
former DMAA Board member) Don 
Raihle. 


— 
eee 


@ THE LATEST ANNUAL REPORT of 
United Wallpaper. Inc. (Merchandise 
Mart, Chicago) is good looking as usual. 
And. as usual, the cover is . . . made of 
wallpaper. 


> ANOTHER VOL. 1 NO. | reached us 
tha month. “Perkins Glue Line” is the 
new house magazine of Perkins Clue 
Company of L dale, Pennsylvania. 4 
pages, 8!" x 11". Advertising Manager 
Joe Barnes tells us it will be sent 
monthly to several thousand manuf1c- 
turers of furniture, plywood and other 
wood products. He believes it is the 





enly publication of its kind in the glue 
industry. Easy reading. 


@ ANOTHER RESPECTED OLD-TIMER 
in the Direct Mail field has closed the 
book. Jim Gray ... who founded the 
successful James Gray. Inc. of New York 

- »« passed away on September 
1th at his Wesport. Ontario, Canada. 
summer home. During the last ten years. 
Jim had been in “partial retirement.” 
but he continued as Chairman of the 
Board . . . leaving the heavy work to 
his personally-trained, four-man team. 
He was one of the first members ot 
both the Direct Mail Advertising Asso- 
ciation and the Mail Advertising Service 
Association. It won't be the same at 
Scribe’s on 45th Street . . . without his 
frequent stimulating visits. 


@ STIMULATING ACTION .. . Wol- 
verine Tube Division. Calumet & Hecla 
Consolidated Copper Company. Inc., 
11-26 46th Road, Long Island City. New 
York. recently mailed a unique stiff 
bristol folder to its prospect list. An 
8," x 11” sheet folded twice. Outside 
in two colors, outline of a white hand 
holding an actual pencil inserted 
through die-cut slot under the thumb. 
Title: “Put your hand in this decision.” 
Inside top caption reads “and write up 
your order for WOLVERINE Seamless. 
Non-Ferrous TUBE”. Underneath it... . 
reproduction of order form. That's ask- 
ing for an order in very few words. 


@ MADEMOISELLE FOR SEPTEMBER 
carried an interesting article by Vivian 
Cadden titled. “Merchants by Mail.” 
Informative reading for anyone in retail 
or mail order fields. Gives some good 
case aistones on whet is being done. 


@ WILENSKY LEATHER COMPANY of 
24-36 Pryor Street. S.W.. Atlanta, 
Georgia. is using a neat idea in letter- 
head design. Usual letterhead is 
printed at bottom of 8'/." x 11” sheet. 
At top left half is a printed hand. A 
rounded slot is die-cut around nail of 
thumb. Tipped in at right top and in- 
serted under thumb is a “wholesale dis- 
count-courtesy card”. Very realistic. 


@ “HOW TO SHIIP BY AIR In Corru- 
gated Boxes”. is title of a little booklet. 
It gives up-to-the-minute information on 


the proper. economical use of Air Ex- 
press, Air Freight and Air Parcel Post. 
and describes a number of typical case 
histories on new types of air shipping 
which make possible improved distri- 
bution methods and lower distribution 
costs. Copies of “How To Ship By Air” 
are ava‘lable on request to The Hinde & 
Dauch Paper Company. 407 Decatur 
Avenue, Sandusky. Ohio. Worth get- 
ting. if you ship by air. 


@ ARTHUR DOBBS ... who helped 
this reporter with the designing and 
geoducing of that appetizing pie cover 
on the 1948 Convention Issue, has a new 
job. Formerly of London ... he was 
New York sales manager for Williams 
Colorprint of Columbus. Georgia. He 
recently became Sales Director of Pace 
Lithographic Corporation, division of 
Pace Press. Inc.. 636 Eleventh Avenue. 
New York 19. N. Y. Among other 
changes . . . another old friend of The 
Reporter has moved. Mr. H. Roberts 
Hansen has become Vice President of 
the Graphic Arts Offset Corporation, 52 
East 19th Street. New York 3, N. Y. He 
was formerly manager of sales for 
James E. True Organization. 


@ DO YOU WANT to take a nice trip 
through an envelope plant? Get hold 
of July-August issue of The Postmark. 
house magazine of the Garden City 
Envelope Company. 3001 N. Rockwell 
Street. Chicago 18, Illinois. There's a 
twenty-three picture tour thru the Gar- 
den City plant. Well explained. Wort 
having. 


eee 


» orwsies — THE CONVENTIONS 

r enjoyed some of his 
other engagements during September. 
On September Ist he appeared before 
the Rotary Club of New York. A little 
tough on the nerves ... even for an 
experienced speaker. But these profes- 
sionals from many professions are just 
as easy to get along with as their coun- 
try cousins. And their letters are no 
be‘ter. We had a lot of fun... giving 
them the “corny formulas.” and then 
criticizing letters submitted by the mem- 
bers. Think we cured several severe 
cases of we-itis and that-itis. And won 
a couple of converts to “dearless let- 
ters.” On September 13th . . . a short 
hop to Stanford. Connecticut to give 
the same routine before the annual 
management conclave of representa- 
tives of the F. A. Bartlett Tree Expert 
Company. These fellows. working in 
many states. use tons of Direct Mail. 
Large percentage . . . personal letters. 
What we did with a blue pencil to some 
of their letters was a crime ... but they 
took it in good humor. 
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TENSION TIE METAL CLASP 


TENSION ENVELOPES 


STAND THE GAFF! 


Protecting its contents against extreme conditions is an DEPOSIT BY MAIL 
envelope’s prime purpose in life. No matter how smart looking 
it may be or how easy it is to handle, an envelope must first 
prove its stamina and durability in the job for which it was 
created 
At Tension, the need comes first. Before visualizing how 
@ proposed envelope will look, designers carefully study what 
the completed envelope must do. in this purposeful planning, 
Tension designers have turned out envelopes to contain sand 
samples without sifting . . . envelopes that are actually woter- 
proof . . . envelopes to withstand the humid heat of the 
Tropics . . . envelopes that expand to hold a hundred sheets 
or more without straining of the seams. 
As your local Tension Representative will explain, Tension EXPANSION PACKAGING 
Envelopes protect the cargo you entrust to them. More than 
that — they can save handling time, prevent mistakes, cut post- 
age costs, promote sales and attract attention through clever 
design and beautiful display. 


Did you say —"TELL ME MORE?” 


Write on your letterhead today, stating your cavelope prob- 
lem and asking for free samples of sturdy Tension envelopes, 
built to stand the gaff. No obligation, of course. 





ADDRESS THE TENSION FACTORY NEAREST YOU OR metal FLAP 
PHONE YOUR LOCAL TENSION REPRESENTATIVE SAFETY MAILER 


“TENSION ENVELOPE CORPORATION 


FACTORIES: New York 14, N.Y. @ St. Louis 10, Mo. 
Minneapolis 1, Minn. @ Des Moines 14, lowa @ Kansas City 8, Mo. 
Over 100 Representotives Selling Direct to User 








1. Springhill Tag, Manila 
2. Springhill Tag, White 
3. Springhill Tag, Manila 
4. Springhill Index 

5. Springhill Tag, Manila 


6. Springhill Index 


the tag and index 
with a thousand uses 


SPRINGHILL... 


Right now you may have a job on hand for price tickets or 


baggage checks. Or cartons or cut-outs. Or ruled forms, or some other 

item calling for a board that’s plenty tough, yet clean and attractive-looking. 
A board with strength and snap, and a smooth fuzz-free surface. 

And so versatile that you'll constantly find new uses for it. If that’s the case, 
do yourself a good turn by specifying SPRINGHILL TAG, Manila or White, 
or SPRINGHILL INDEX—each one tops in quality, economical in price. 
SPRINGHILL is made from 100% bleached sulphate. 


International Paper Company, 220 East 42nd Street, New York 17, N.Y. 


INTERNATIONAL PAPERS 


for Printing and Converting 





